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Should stations have both 
national, local rate cards?— p. 36 
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Louis Brockway, New AAAA Board Chairman — see p. 4 
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THOMAS^jiti?l:RSON : first architect of Virginia 




JEFFERSON'S HOME - MONTICELLO 



Thomas Jefferson was more than the architect 

of freedom; this man of many great talents 
designed and supervised the building of some 
of Richmond's (and Virginia's) most famous 

structures. Richmond's impressive capital, 
the classic University of Virginia, Monticello 
all were examples of his handiwork. 

Present day Richmond is the home of WTVR, 
the South's first television station, 

which is three years old this month. WTVR, 
V/MBG and V/COD, the First Stations of Virginia, 
dedicate their services to the people of a great city and state. 



WMBG^'^ WCOD 



[JVTVR- 



Havens & Martin Stations ore the only 
complete broadcasting institution in Richmond. 
Pioneer NBC outlets for Virginia's first market. 

Represented nationally by John Blair & Company FIRST 



FM' 

\th#U5utii? first tefevisTonTtation 



WTVR 



TV 



STATIONS OF VIRGINIA 




WHAT CB S DIDN'T SA Y WHEN RAT£ CUT W AS ANNOUNCED — At presstime, only CBS 
had announced cut in network rates, but it was foregone conclusion NBC, ABC would 
follow. What many advertisers and radio industry veterans were thinking, but what 
CBS didn't say, was that radio had helped bring situation on itself. "Advertisers 
might not have clamored for cut," said one radio industry top-ranker, "if radio 
had spent money to get basic facts on listening to prove its case — instead of dis- 
sipating funds on inter-station-network rivalry." 

WHY CBS MADE FIRST RATE-CUTTINC MOVf — With pressure mounting following ANA 
report on time values and months of sales resistance on part of best prospects for 
network radio, top brass at networks came to reluctant conclusion cut was inevit- 
able. NBC was stymied in taking action by previous refusal of affiliates to 0. K. 
reduction. CBS had no previous resistance to buck, cleared way for cut by other 

nets following its move. But action was taken without inter-network agreement. , 

II 

NEW SLEEP-INDUCINC DRUG TO L AUNCH $125,0 0 0 RADIO /TV CA MPAIGN — m-Fax , * 
sleep- inducing drug manufactured by Somnyl Pharmacal Corp. , New York, will launch iji 
$125,000 radio/TV campaign this May. First participations are on Martin Block | 
and Rayburn & Finch d.j. shows, WNEW, New York, with announcements to follow I 
through rest of U. S. Account executive Charles Rothschild at Emil Mogul says 1 
radio/TV expenditure is half product's ad budget. | 

SIGNS OF NEWSPRINT PINCH POINT UP RECENT NBC PITCH O N AM WAR S T RENGTH— 

Recent NBC network radio presentation cited radio's strengths as communication- 
advertising medium in crisis times. Since then, signs of newsprint shortage have 
multiplied, helping to prove network's point. (1) Member of Canadian House of 
Commons, Jack Gibson, suggested that Dominion cut its annual newsprint supply to 
U. S. publishers by 50%. (2) Grey market is continuing, with paper going to some 
publishers at |200 per ton. (Market price is about $112 a ton today, compared to 
pre-war price of $40 per ton. ) 

BREWERY AIR ADVERTISING ON INCREASE — With trend to purchase of beer across 
grocery counter like any other commodity has come increased use of radio and TV 
advertising by breweries. Research Company of America survey shows radio got 
only 4.3% share of beer advertising in 1941. But by 1949 beer firms were putting 
22.4% of effort into radio. Indications are trend is continuing through 1951. 
(See "Beer on the Air," page 30.) Three-quarters of beer is now sold in package 
form for home use. That makes air media, with their record of effectiveness in 

influencing housewives, doubly valuable to brewers. , ' 
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L PLOYMEh AGENCY FOR VIP'S — Sponsor;-, seeking Very Important celebrities to 
e.. dorse products for radio and TV comme: oials are flocking to testimonial depart- 
ment o' V.I P. Service, Inc., 7-year-ol' Manhattan firm. Dick P. Porter, Jr., 
vice p. esid nt , provides the big names f i je (as long as publicity credit is given) 
or exsj ill 350 minimum fee. V.I.P.'s acrounts have included Motorola (TV an- 
nouncements , Huyler Candy Co. (radio announcements). Stable of celebrities in- 
cludes Laraine Day, Benny Goodman, Cornelius Vanderbilt , Elsa Maxwell, Bert Lahr, 
Imogene C^a, Dale Carnegie. 

PETER PAUL, LONG-TIME NEWS SPONSOR, EXPERIMENTING WITH SATU RATIO N AP PROACH 

— Peter Paul, Inc., veteran news sponsor, \s experimenting over WOR, New York, 
with other kinds of programing. Intensive saturation campaign began early in April 
for Mounds; takes in day and night shows every day in week. Objective is to test 
radio saturation to see "if it will stimulate candy hunger," explains spokesman 
for Peter Paul agency, Maxon, Inc., New York. Another objective may be to cramp 
style of new coconut candy bar called Mr. Jones. This direct rival, manufactured 
by James 0. Welch Co., Boston, is currently being advertised heavily (via Ben- 
nett, Walther & Menadier, Inc., Boston) over WOR, WNBC, WQXR and WJZ, New York 
as well as stations in 30 cities on Eastern Seaboard. 

SUMMER SELLING PROMOTION BY STATIONS IN FULL S WING — M. S. radio stations are 
busy convincing advertisers of merits of summer advertising. Hard-hitting pro- 
motion launched by KSL, 50 kw CBS affiliate in Salt Lake City, is typical of many 
by stations in resort areas; emphasizes rich possibilities of outlet's summertime 
market: Utah tourist business of $73,000,000 is fifth largest industry in state; 
retail sales for June, July, August totaled $254,553,000 or about 29% of year's 
total, including food sales of $50,035,000. 

140 ADVERTISERS USING NETWOR K TV THIS APRIL — Total of 140 advertisers are spon- 
soring 204 programs on network TV this April, Weed Television News reports. Week- 
ly Weed & Co. bulletin lists number of shows on for each format type. Variety 
leads with 43 shows; kids' shows, 38; drama, 37; quiz and audience participation, 
17; music programs, 15; forums, 12; news, 11. Bulletin also shows upswing of TV 
business this year. NBC, CBS, ABC did total volume this January, February of 
$15,921,656, compared to '50 figure of $3,668,786. Totals for February alone 
show NBC leading with $3,949,360; CBS second with $2,600,339; ABC, $1,254,851. 

BEAUTY PREPARATION DISCOVERS POWER^F RADIO AN D TV — Liquinet Corp., manu- 
facturers of hair-styling preparation, spending 70% of its $200,000 appropriation in 
radio and television. Harold Meyer, president, told SPONSOR he's planning to open 
up West Coast in May and is confident that he can "force enough sales to stores on 
strength of going on TV (before program even starts) to pay for full cost of TV." 

TV FREEZE LIFT WILL ADD DOZENS OF STATIONS WITHIN YEAR— Fear that defense 
effort will put crimp into building of new television stations when freeze is 
lifted is discounted in many quarters. Curbs on vital materials may delay or 

(Please turn to page 48) 
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**Wltirlaway" 
In The Derby 




HEC 
In Rochester 



i^i^^^^M, Downs ti"}^ ' 

been '''Py (irst 
in 1943 ^^'^^/epor^ed the 



WHEC is Rochester's most-listened-to station and has 
been ever since Rochester has been Hooperated! 
Note WHEC's leadership morning, afternoon, evening: 



STATION 



STATION 



STATION 



STATION 



STATION 



STATION 



MORNING 

8:00-12:00 Noon 
Mondoy through Frl. 

AFTERNOON 

12:00-6.00 P.M. 
Mondoy through Frl. 

EVENING 

6:00-I0.-30 P.M. 
Sundov through Sot. 



WHEC 
46.2 


B 

16.5 


C 

9.0 


D 

6.6 


E 

16.0 


F 

3.8 


40.0 


30.0 


10.8 


10.5 


4.9 


3.0 


38.0 27.5 
DECEMBER 


8.6 13.1 

1950 — JANUARY 


10.7 
1951 


Stotlon 
Broad costs 
till Sunset 
Only 



LATEST BEFORE CLOSING TIME 



BUY WHERE THEY'RE LISTENING: - 





N. Y. 
5,000 WATTS 



Represenfaf/ves; EVERETT- McKINNEY, Inc. New York, Chicago, LEE F. O'CONNELL CO., lo$ Angeles, San Francisco, 
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DEPARTMENTS 



foint-tfS-salo is the luttj-oil 

Radio advertising effectiveness is immeasurably increased when coupled 
with in-store merchandising, experiences of three merchandising plans prove 



l.v mail ftrdev a iiii'iinfc? 

Riding along on the success of legitimate mail-order operators, many frms 
are threatening radio's integrity with dishonest practices 



tSeer on the nii* 

Breweries dre putting greater stress on radio/TV advertising as brand sell- 
ing becomes more competitive 



lloie RKO .vfop.v l>«.v oSiice satj 

RKO and fellow movie companies are increasing use of broadcast advertis- 
ing. RKO uses spot radio to tune of $800,000 yearly 



.Sliflff (I stntitni htive iinf ioiinf, local rate carils? 

Unique forum by Southern California Broadcasters Association moots prob- 
lem of stations which have both national and local rate cards 



Toflfiy's lo]> coiiiiiici'ciril.v: spot TV 

SPONSOR queried agency execs, TV copywriters, film producers, directors, 
timebuyers to single out most highly praised spot TV commercials 



25 



28 



30 



:i4 



3ii 



3« 



COMING 



The verbal curtain 

Admen have had difficulty understanding specialized jargon of science- mm 
minded researchers, seek suggestions for more effective communication ' ' '^il 



Uow ntunii weelis shonltl TV coniniereitil run? 

TV sponsors can glean valuable tips as to how long the same video com- 
mercial should be used from experiences of leading advertisers 



Sptinish faiif/ii(i(/c' hroatU'astinf/ 

Why sponsors are missing a good bet by neglecting the millions that 
comprise the Spanish-speaking market in the United States 



7 itlai/ 



MEN, MONEY & MOTIVES 

NEW AND RENEW 

MR. SPONSOR: JOHN J. TAYLOR 

510 MADISON 

P. S. 

TV RESULTS 

MR. SPONSOR ASKS 

ROUNDUP 

SPONSOR SPEAKS 



6 
9 
12 
16 
21 
42 
46 
50 
84 




COVER: Louis N. Brockway was named chair- 
man of A.A.A.A. Board of Directors at the 
33rd Annual Meeting, just concluded at White 
Sulphur Springs, W. Va. His elevation to the 
new post comes at time when the Four A's is 
gearing up to meet special responsibilities of 
advertising in a mobilized economy. Former- 
ly Four A's vice chairman, Brockway is Young 
& Rubicam executive vice president, also a 
director, vice chairman of Advertising Council. 
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(GW THE ONLY STATION 

fHICH GIVES THE ADVERTISER 
mPREHENSIVE COVERAGE 




BROADCAST MEASUREMENT 

BUREAU SURVEYS 
PROVE KGW's LEADERSHIP 

No other Portland radio station, regardless of power, 
reaches as many radio families or provides a greater 
coverage area. KGW's efficient 620 frequency is beamed 
to cover Oregon's Willamette Valley and Southwest- 
ern Washington. BMB surveys prove KGW is doing 
just that ! 

TOTAL BMB FAMILIES 
(From 1949 BMB Survey) 



Jbany, in the heart of the rich Willamette Valley, is one of the 
nportant markets delivered to KGW advertisers by KGW's COM- 
REHENSIVE COVERAGE On a recent Tour Test to Albany, 
bnducted in cooperation with the Oregon State Motor Association, 
Ibert M. Epperley, Secretary-Salesmanager of R. Veal & Son, shows 
liss KGW how birch, Oregon alder and maple are made into fine Early 
merican and Modern furniture by his firm. A large zirconium plant is 
recent addition to Albany's fast-growing industry. 





DAYTIME 

KGW 

Station B 

Station C 

Station D 

NIGHTTIME 

KGW 
Station B 
Station C 
Station D 



350,030 
337.330 
295.470 
192,630 



367.370 
350,820 
307,970 
205,440 



This chart, compiled from offi- 
cial, half - milivolt contour maps 
filed with the FCC in Washing- 
ton. D C. or from field intensity 
surveys, tells the story of KGW's 
COMPREHKNSIVE COVKR- 
AGEof the fasicst growing mar- 
ket in the nation 



PORTLAND, OREGON 

ON THE EFFICIENT 620 FREQUENCY 

REPRESENTED NATIONALLY BY EDWARD PETRY & CO 



lETWEEN i 
COMMERCIALS 





BY 
KAY 

MULVIHTLI 




Del Courtney 



The Del Courtney Show, recently 
voted the Bay Area's leading mati- 
nee in TV Previaw's popularity poll, 
now holds the longest and most suc- 
cessful record of television hours in 
Northern Cahfornia. 

Since his debut on KPIX, over a year 
ago, the former nationally known bands 
man has chalked 
up 850 hours be- 
fore the TV cam- 
eras — hours which 
have proven to be 
not only highly 
entertaining for 
KPIX viewers, 
but highly profit- 
able for KPIX's 
sales - seek ing 
sponsors, as well 

Special features on Courtney's 
five-day-week program have in- 
cluded: the weekly talent search; 
numerous public interest campaigns, 
and most recently "TV Sets for 
Vets"; and "Salute to the Cities". 

KSFO AIRS NEW SHOW 

To complement its nighttime music 
programming, which has met with such 
overwhelming success throughout the 
years, KSFO has inaugurated a new two 
hour afternoon musical series — "Parade 
of Melody" — featuring a cavalcade of 
the musical favorites of yesterday and 
today. 

SEEN AND HEARD 

Laura Scudder Food Products are 
now sponsoring a bi-weekly fihn fea- 
ture on KPIX — "Bluebird Theatre" 
seen on Saturdays at 7:00 PM . . . 
Baseball season I's underway on 
KSFO, with Don Klein handling the 
mike for the San Francisco Seals. 





by 

Robert J. Landry 



SAN FRANCISCO 



Whoever suocerds \\^a)iie Coy as chairman of the f'ederal Com- 
lnullicatioll^ Comniispion. he he he or he he she, will be in for a 
hard time indeed, on present indications. Cause-why No. 1, of 
course, is the whole business of the TV "thaw." The glacial pack 
melts away revealing a terrain picturesquely hut crazily gutted, 
broken, cut off, very highs from ultra highs. In the almost certain 
confusion, anger and disgust of almost everybody, who, save maybe 
Zenith with its built-in provision for the ultra-highs, is likely to be 
pleased? 

* * * 

As for color T\ , nobody knows what the Supreme Court will 
decide, or what will follow the decision. But an unholy mess is the 
optimum. That's Cause-why No. 2 for FCC grief. 

* * * 

Even now the commercial broadcasters and their allies are nmster- 
ing Congressional su]iport to fight, on straight free enterprise tactics, 
the fact and the theory of "educational reservation." Educators, who 
ha\e won a first battle, and who will themselves muster Congression- 
al help will l)e strained to the utmost to make their channel victory 
slick. y\ll of whi<'h puts the FCC in the middle under bombardment 
from [lolilicians and business-interests alike. Cause-why \o. 3 for 
our o|)ening remark. 

* * * 

Finally, Cause-why IVo. 4. The FCC may have made another 
whopper blunder, one among many these last years, in ordering 
the Hollywood film ])roducing eompaiiics, by arbitrary fiat, without 
hearings, to make movies and stars available to TV or forfeit their 
(Hollywood's) h()])e of securing TV station licenses. A trifle high- 
liaiulcd that, and if the FCC doesn't have to back up from this 
s\Nee])ing pronunciamenlo, then \ on don't have to back up to gel out 
of a Times Scjuare garage. 

* * * 

Broadcasters of late have been cheered to learn that not all adver- 
tisers want to force a reduction of radio lime rates. Some adver- 
tisers very definitely agree that radio is sensibly priced, especially 
siiic(!. out o{ fear of T\'. radio has not pronudgated down-the-line 
rale boosts the ua\ iiewsjyajjers and magazines have. When they 
are in ex|)aiisivc <'oiiversattonal mood, glass in hand, nobody quot- 
ing them b) name, these advertisers have confided to }»roadcasters 
that radio is at the bottom, not the toj), of their circulation questions 
list. Instearl t\\c\ swing a searching light toward other back yards, 
such as: 

1. Magazine pressure crews, eternally working their way through 
coll(>gc. force-draughting circulation to support high ad rates. 

2. l)aili(^s. es|)ecially the morning ])apers, which won't allow deal- 
ers to cut down orders, and won t allow full returns. 

(Please turn to page 73) 
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BESiPE 

Tlie 3-c<)inily Louisville M«'li*t>pt)lilaii Area 
ranks 28tli in Kelail Sales* — ahead of 
Metropolitan Memphis, Miami or Omaha. 

wave's Daytime BMB Area contains only 
31.4^0 as many families as the Kentucky 
total — yet produces Vooil and Drug Sales 
65.3% as great as the tihole State! 

WAVE-TV, now in its third year, is Louis- 
ville's first television station. It is NBC, 
ABC, Dnniont — Channel S. It is hy far 
the most popular TV station in this area. 

Get all the facts about WAVE — AM and 
TV. Write direct, or ask Free & Peters I 



*Sa/es Management Survey uf Bur in f: Pduit. May ](). 




WAVE* has a Daytime HMB Audience 
of 238, f^O r.iniilipH in Kentucliy an<l 
Southern Indiana. Tliiit area has an 
Effective Bu>ing Income of Si. 67 
billion, as a^ain«(t $2.i>l billion for 
tlie entire State. Tlie Effeclive liuy- 
ing income witliin WAVE'S Daylimo 
BMB counties i» 1S1% of tlie In- 
come in those Kentucky countiet^ in 
which WAVE does NOT have a BMK 
audience I 

*Tlie WAVE-TV Coverage Area 
contains 236,400 families. 



LOUl 





FREE 6- PETERS, INC. 

Exclusive National Represenlalives 
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50,000 wAns 

680 KC. 



the BOSTON OUTLET of the AMERICAN BROADCASTING COMPANY 



announces the 



appointment, May 1st, 1951, of 



WEED AND COMPANY 



NEW YORK • BOSTON • CHICAGO • DETROIT • ATLANTA • SAN FRANCISCO • HOLLYWOOD 



as national advertising representatives 



*effective June 15, 1951 
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J. New on Television Networks 



SPONSOR 

Bymart Inc 

CartiT Pro^luets Iin' 

Allen R. DuMont 

Laboratories Iiie 
b'nierson Drug Co 

f «ver Brothers Co 

Maiden Form Brassiere 
Co 

McKesson & Bobbins Ine 
Northam "Vi'arren Corp 



AGENCY 



NO. OF NET STATIONS 



PROGRAM, time, start, duration 



Cecil & l*resl>rey 

KSClt 

Direct 

ItBlX) 

i\. W. Aycr 

^'illiani >S"cintraiili 

J. D. Tarcher; 

Elliii;:ton 
J. M. Matlicf 



NI1C-T\ 32 SoiiHTsel MaiiglKiiii 'l'elcvi>ioii Theatre; alt ."M 

0 :3()-1 0 -.30 |ini; 2 Apr; 5 1 wks 

CItS.TV L'liiiaiiied ; alt Th I();3<)-11 pin; 1 "> A|ir; ,"2 

** ks 

DnMiint 18 DuMonl Rnyal riajhousr; Th «>:3()-1() pin; 12 

Apr; 26 wks 

DuMont 6 Rockv King, I)cte<ti\e; Sun Q-y-.SO pni ; 18 

Mar; 52 wks 

NBC-TV 18 llankiiis Falls: M, W, !'. S-j:!.'; pni; 2 Apr; 

39 »ks 

ABCTV I Cover Times Square! alt Sat 12:30-1 pin: 12 

May: S2 wks 

ABC-TV 5() Date With Judy; Sat 11:30 ain-12 noon: 2 

June; 52 i«ks 

ABC-TV 29 l.arainc Day Show; Sat 1-1:1.'; pin; May; .'52 

wks 



2. Renetved on Television Networks 



SPONSOR 



AGENCY 



NO. OF NET STATIONS 



PROGRAM, time, start, duration 



F.SSO Standard Oil Co 

Ford ^lotor Co 

Ford .Motor Co (Ford 
div) 

Radio Corporation of 
America 



^larsclialk and Pratt 
J. ^'altor Thoinl>son 
J. ^'altcr Thompson 
J. ^'alter Thompson 



CBS. TV 

iNBC-TV 12 

MtC-TV 18 

NBC-TV 56 



Allan Young Show; Th 9-9:30 pm; ^ Apr; 
52 wks 

Kukia, Fran & OIlic; W 7-7:30 pni; 1 \pr; 
13 wks 

Ford Festival; Th 9-10 pm; 5 Apr; 39 wks 



KukIa, Fran i<i OIlie; M 
13 wks 



■:30 pm: 2 Apr; 



3. Station Representation Chanyes 



STATION 



AFFILIATION 



NEW NATIONAL REPRESENTATIVE 



CKOM, Saskatoon, Saskatchewan 


Independent 


11. N. Stovin & Co, Toronto 


CKRM, Rcgina, Saskatchewan 


CBC 


Ratlin Representatives I.til, Toronto 


KltOL. Boulder, Colo. 


1 ndependent 


Il-K R^'presentativcs Inc, N. Y. 


KJBC, Midland, Tex. 


Independent 


Bowles & Co, Ft. Worth 


KLKC, Parsons, Kan. 


Inilcpcndent 


Bowles & Co, Ft. Worth 


"Vi'AGE, Syracuse 


ABC 


O. L. Taylor Co, N. Y. (eff. 1 May) 


WUEI,, Bcloit, Wis. 


Independent 


The Walker Co, N. Y. 


■WCFC-A.M-FM, Beekley, W. Va. 


Independent 


National Time Sales, N. Y. 


WIIIO, Dayton 

Wlll-L, Wheeling, W. Va. 


CUS 


The Boiling Co, N. Y, 


Independent 


Mil F. Best, Detroit 


WIOD, Miami 


NBC 


The Boiling Co. N. \'. 


YtTVI, St. Croix, Virgin islands 


BBC, Canadian 


Pan American Broatlcasting Co, \, Y. 


Bd. Sys. Caribbean 
Bd. Net., French Hd. 
Sys. 




WLAW, Lawrence, >1 ass. 


ABC 


Weed & Co. N. Y. (eff. 1 May) 


WTAC). Boston 


Independent 


Indie Sales Inc, N, V. 



4. New and Renewed Spot Television 



SPONSOR 



AGENCY 



NET OR STATION 



PROGRAM, time, start, duration 



American Chid© Co 

American Cigarette & 

Cigar Co 
Beeeh-N'fit Packing Co 
Bristol-Myers Co 

Bristol-Myers Co 

Brown & Williamson To- 
bacco Corp 



Badger atid Browning & 
llcrsey 

SSCB 

Keiiyon & Eekhardt 
Doherty, Clifford & 

Sheniield 
Doherty, Clifford & 

Slienlielil 
Ted Bates 



WCAt-TV, Phila. 

KTSL, lllywd. 
\*CAL'-TV, Phila. 
KTSL, lllywd. 

WBTV, Charlotte 

V^AFM-TV, Birm. 



2()-see anncmt; 1 ,t Apr; 24 wks (n) 

l-niin panic; 2 Apr; 1,1 wks (n) 
8-scc anncnit ; 1 Apr; 39 wks (n) 
20-see annrnil; 5 .\pri .t;2 wks (n) 

1-iniii anncmt; 21 Apr; 32 wks (n) 

8-sec anncmt; 29 Apr; 52 wks (r) 



• In next issue: New and Renewed on Networks, New National Spot Radio Business, National 
Broadcast Sales Executive Changes, Sponsor Personnel Changes, New Agency Appointments 







Numbers after names 
refer to category in 
New and Renew: 

Harry A. Berk (5) 

Howard Calkins (5) 

F, Chipperfield (5) 

James Cominos (5) 

David E. Diener [5) 



\eic ciiicl reiit'ir 23 April 1951 



I. ciiicf Iti'iic'ifocl Spot Te levision (ctmtlmietl) 







Numbers after names 
refer to category in 
New and Renew: 

Vincent diFonzo (5) 
Albert G. Wade (51 
C. E. Staudingor (5) 
W. L. Shopardson (5) 
Dorothy M. Winn (5) 



SPONSOR 

' roM II M liaiii son I u> 

l>a«'0(> C.«»r|> 
(.<n*l«'s M :ic:aziiie'- Inc 
J mUnn DniKiM ay Corp 
f liarh*> Hire?, (^o 

Illinois Alf'at Co 
I iidiistrial rape <lorp 
l.<•^f^ ltrotli4-rs ilo 

(John I*. Jelko Co tliv ) 
l.iquiiii't Corp 
l.*»r,il Clitrvrolrl Dealers 

V'-s«ie I ne 
N«*<lirks Inc 
Pliili|t Morri-4 A Co 

I'roetcr i!C (raiiiKle C*» 

ItiVlinrdvoii X lt<^)l)i|>in> Co 



AGENCY 

M'C.aiin-r.rioksoii 
J. M. Matli.'s 

Vrtliitr M.-yerhoff 
Koiivoii I'C >Vkliartll 

A. Martin Itothhanit 
<laiiiplM>M-l'Twal(l 

WVi^* ^< CoIIer 
It iow 

l);iin*<T-rit/K*'ral(l- 

Sanple 
Charlr^ W . IloyI 



NET OR STATION 

\VT()I'.|>. Wa»li. 

KTSL, IIKwd. 
«(;AU-TV. I'liila. 
WTOI'-TV, Wash. 

CBS-TV. .N. V. 
WCAL'.TV. Pliila. 
^S .MIK. CIe%r. 

\sr.BS.TV. N. ^. 
WCBS-TV, N. ^. 

W l OI'.l V, \X asli. 
WCVL-TV. Pl.ila. 

Wi.BS.T>', ,N'. ^. 



PROGRAM, time, start, duration 



20*sf'o aiiiiciiil; 8 Vpr; 13 v.ks (r) 

I'liiin annciiii; 10 Apr; 9 uks (n) 
1-inin partio; 4 -Apr; 3V \*ks (n) 
l.nitn partio; II Apr; wks (li ) 
1-niin anncittt ; 4 Apr; 52 i*ks (n) 
l-ntin annniit ; 16 Apr; 8 uk* (n) 
Stn break; 8 Apr; 13 wks (r) 

l-iiiin parttV; 3 Apr: 26 vks <n) 

1-iiiin, 2*)-5oe aniifiiil; 1% Apr; 14 wks (r) 

20-see aniiniit; T Apr; 3** i*ks ^n) 
I'tiiin parlie, 20-sfe atuiniit ; 31 >Iar; 52 wks 
(r) 

20«see annciiil; 23 .\pr; 52 wks (r) 
l-niin annriiil ; I*> Vpr; 13 wks <n) 



5. Advertising Ayency Personnel Chanyes 



NAME 

Kfiiiirtii <». Ainlersoii 
liolirrt Bailey 
llarrv A. B.-rk 

Julia Bre»\*ii 
llownril W. Calkins 
Traiik I., (.liipperficlil 
\. It. < hiiiiil 
James f.oiiiiuos 
Poily <^ooper 
(;eorKe F.. <'r«>«« 
l)a\i<l K, Dieiior 
^ iiireiil A, <liroii?o 
Vrtliiir I>. Diinean 
Dim KIlis 

Miltitn Fiyeii 

Don (,ilil>« 

(!liarlis J. Hawkins 

lto><l Inne-i 

Rutli Jones 

Dan I.aynian 
V. 1). i.i<l>ar<l 
IVeseott T. I.n*tig 
Itixl MaeDonal)! 
I'anI K. Martin 
^liles C.. M*'Keariiey 
Allxria >loi-llers 
ilernian Hesiiii-k 

James Saks 

William V. SeliwartiuK 
Jeir Sehlon 

Wallace 1,. SliepnrrUon 
Howard Sliriniplon 
.S. Seward Speneer 
i'. K. Stalldinyer 



J. 



eopy 



a<l\ nigr 



FORMER AFFILIATION 

W al>h A<I\ frtis.inf:, \^ iii<I>or, Ont., ingr 

SiimiioiiA Co, ."N. \ retail :nlv mfsr 

Kfiote. *-€nir & Iteldiiip International I'orp, 

^ ,, j>res 
(!oniplon, N. liiiiehuyer 

Albert rrank-Cu«'ntlier Caw. .\. ^ .. dir. \p 
lto> S. Diirstine. N. ^ .. media <lir 
Sha\* -Sllon. N. \ ., aeet exee 
Le> allev Ine, Chi.. \ p 

M*-rrill Krenirr Ine. Memphis, aeet exee 
^^'al>h A€l\ eriisiiifS, loronio, *>ITie** inpr 
Monroe (ireenthal i'n, N. Y ., aeet exee 
Pitt <^biir^li Post-Cazrtte. Pitt^h.. a<lv r<p 
Capitol Iteeorils. L. A ., a<l\ inpr 
(.unt i Adverlisint:. It idf;<'\* ooil. N. 
.hief 

Vnierioan Wine ('.o.. Ite\erly llill>, 
Vi iirwiek I'C- l.epler, N . \ \'p 
Barnes ("lia*^*" Co, C, A., oflTiee nipr 
Ituthrauff *^ Ryan. Chi., aeet exee 
Pent on A lion les, N . ^ ., 1 i<le nied la --nper- 
vi#or 

^ oun^ *'C Itnbieani, llly^<l.. aeet rxee 
Gregory X House. f!l«-ve., exee 
Lee Riii(*«-r, C A. 

Koote. (Mine *^ Brlding. S. 1'.. exee 
Conipton. iN . ^ . 

l"o*iter X Davies, <!levr., ae*-! exee 
S.iinple Ine, ItuR'alo. adv in;:r 

II<-aru Dcparlinenl Stores Ine, >. \ a<lv 
ni^r 

\\'I)<;V, IVInpls.. aeet exee 
V Ihert Frank-Cuenther Law, N. V., vp 
Vrnolil i^'ohan Corp, .\. ^ .. eop\ ehief 
J;iines Thoniiis Chiriirfi Co, Ito.ston. aeet nigr 
% al sh A d\ rrtisiny , F ""ronto, aeet ex*'*' 
I'*o<»te. Cone A Beldin^, Illy h d., radio>l\ dir 
\\" a r H i e k *'i Le g I e r . JN" . ^ . . v p 



NEW AFFILIATION 



Alb.rt C. 'a'ad. 



II 



W ad. 



-Advertising. Chi., ra<lio dir 



John S. \\'illi;!nis 
Dorothy .Mallinsoii ^\ iiiii 



Kleleher I). Uiehar^Is. "N. \ „ eopy dir 
ItBISO. N. V. 



*^aine, exee v p 

Christiansen A d\ ertisiii^, Cli i.. iieet exee 
W arwick K Lejiler, N . ^ .. \ p, dir 

Same, <Iir media researi'h 
Same, hoard ehainnan 

He\* itt, Ogilv V, It en sou t'C M at her. N. media dir 

itatti^tone, Itruee iK' Doiiijjer, . ^ ., aeet exee 

"Needliani, Loui« and Brorhv Ine, (]hi., v,p 

C. N. Sneail Ad\ erlisin*!, Roanoke, a^^oe. 

Same, A [> 

Same, eopv eh ief 

James V . S;ewart Co, Pi'tl»l>., iiied ia dir 
!M a> <-rs Co I iie, C A., ereativ e flir 
<). S. Tyson. \. ^ ., aeet exer 

Ted II. Ball i!C- Co. L. A., aeet exee 

Same. L. A.. ereati\e supervi.tor 

Lee Rinper A dvertisinjs:, L. A., aeett exee 

Kmil Iteinhardtl A d\ erli'-in^:;. Oakland, aeel exec 

Same, a**t dir €>f ni«Mlia for P*t C 

F*»ote. (*one X' lt<-l(1inj£, L, .\., aeet exee 
(rates-Bourgeois, Cle\ e., <Iir ra<lio>t\ 
!Me(*ann-Eriekson, S. I'., aeet exee 
(ruihl. Baseoin ^ Bonfipli, S. I-'., media flir 
Philip 1. Itos^s Co, \. ^ ., aeet exee 
Same, \p 

\^i!liani A. Melrod. Itiifralo. 
Greenwood. \. ^ .. partner 

.'affee Adyertisinp, .MnpN.. radio dir. aeet exee 

Same, dir 

Same. radio>lv dir 

Same, vp, em nisr Itoston offiee 

Same, dir of afreney 

H'alter MeCreery Ine, Beyerly Hills, radio-tv dir 
Same, L. V.. Iirad of West Coast ortiee (8th Street 
ifi' P.irkview) 

Geoffrey Wade A«l\ ertisiii^. Clii., pres (new- a^enev 

at 2f» .North Wi'aeker Drive) 
Same, vp 

Coniploii. -N. snpervisor. radio-t^' copy depi 



6. Stittiitn Poicer Ineretises 

STATION FORMER WATTAGE 



W II K, Wllkes-ltarre 



250 ( 1 i.-.O kc) 



NEW WATTAGE 

5,000 (day); 
i. ()()() (niiilit) 



FREQUENCY 



980 ke 



7. iVeic jVeiieorK* Ai'filiaiitnts 

STATION FORMER Af FILIATION 



NEW AFFILIATION 



W( ()i'. Ito.ton 
WI.vVW, l.awr<*nee 
WSLS, Roanoke, ^'a. 



Anc 

VBC 
A BC 



Independent (eff 1.5 Jun ) 

AltC (Ro i) feff IS Jun) 

.MtC (eff 1 Apr) 




IN THE FIVE POINT SYSTEM OF PROGRAMMING EVALUATION— 




IN IOWA, WHO IS THE 

PREFERRED Sports Station 

One of the signifirani trends in I'rograni I'opiilarity in 
Iowa is the increasing interest in Sports. Since 1946, Iowa 
women have raised their preference rankings for Sporls 
from eleventh place to seventh; in 1950, 72.7% stated that 
they "usually listen" to Sports. By the same token, Iowa 
men have raised tlieir ranking of Sports from fourth place 
in 1946 to third in 1950, with 80.0% "usually listening". 

I 29.9% 



WIHI® 

+/or Iowa PLUS + 

Des Moines ... 50,000 Watts 

Col. B. J. Palmer, President 
P. A. Loyet, Resident Manafjer 



jjj^;^ FREE & PETERS, INC. 
National Represenlatives 



10.9 




STATIONS 
PREFERRED 

FOR 

SPORTSCASTS 



43 others 



In Iowa, Sports are one of the important elements in any 
station's ability to build and hold an audience — and far 
more loica people prefer WHO for Sports than prefer any 
other station. 

This is Point Two in the Five-Point System of Program- 
ming Evaluation, which helps explain WIIO's outstanding 
position as a pid>lie facility and as an advertising medium, 
in Iowa Plus. We suggest your consideration of this and 
the other four points as vital factors in time-buying. 
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Mr. Sponsor - 

How Much 
of your 
Product 
can be sold 
jn a market 
of More than 

V/4 MILLION 

PEOPLE 

with More than 

1 BILLION $$ 

to spend ? 

TIME WILL TELL... 
/ it's Time on 

WGTM 

5,000 WATTS ★ CBS Affiliated 

WILSON, NORTH CAROLINA 
The World's Greatest Tobacco Market 

Write, Phone or Wire 

ALLEN WANNAMAKER 

GENERAL MANAGER, for your copy of 
"Time Buyer's Market and Coverage" file. 




ThirlY-soven-\ ear-old John Taylor is that rare being — a "native" 
New Yorker — born in the city, educated there, living there. And, 
even today, his campaign on behalf of Ruppert's new "Knick- 
erbocker" brand has a big city theme. (Father Diedrich Knicker- 
bocker is the legendary author of the tales of old New York really 
written by Washington Irving.) 

Taylor's link with the Ruppert Brewery goes back to 1936, only 
three years after Prohibition's repeal and the reopening of the Rup- 
pert Brewery. After some business experience combined with studies 
at St. John's Prep and N.Y.U., Taylor started in Ruppert's advertis- 
ing department. At the time the firm was only experimenting with 
radio, but thereafter use of the medium steadily increased. 

And, while Ruppert was climbing back into popular favor in the 
toughly-competitive post-prohibition years. Taylor was also moving 
along, tie reached his present post some two and one-half years ago. 

Now, as far as Taylor and Ru])pert"s agency, the Riow Company, 
are concerned, radio and TV are well past tlie experimental status. 
To keep beer fans Rupjiert-conscious, some $2,000,000 is marked 
for 1951 expenditure with a major portion of the budget allotted 
to broadcast advertising. 

With distribution in New York, New England, New Jersey and 
the northeastern third of F'ennsylvania, spot radio and TV do 
the heavy selling work. And Taylor, an ex semi-pro basketball 
player, tosses his announcements around where they'll do the most 
good. (See "Beer on tlie air" this issue, p. 30). 

■'Our one-month 'Knickerbocker' cam])aign on radio and TV 
proved so successful," savs Taylor, "we've extended it for another 
month. To round out our radio picture we cover distribution areas 
with announcements on stations scattered throughout Vermont and 
New Hampshire in addition to stations in Pennsylvania, upstate New 
York and Massachusetts." 

Wlien he's not busy directing Rujijicrt s ad strategy, Taylor turns 
to golf for relaxation. "But." says Taylor modestly, "my golf score 
is something awful." 

But, if Taylor's well-directed ad drives are any criterion, it doesn't 
.^eem likely his caddy has too difilcnlt a time on the links. 
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SPONSOR 



MR. SPONSOR: 

WJBK-TV-FIRST IN DETROIT! 




9 out of top II hi lUarLh; 



first fi iiiglits out of 7 
in IVIarHi [Pulse] 



First 5 out of 7 
nights [Hooper] 



i\ out of top 10 in lletroit 
on WJKi; TV [Vicleoilex] 

WJBKiDETROIT 

The Station with a Million Friends 

NATIONAL SALES H E A D Q U A B T E R S : 4 8 8 MADISON AVENUE, NEW YORK 22, ELDORADO 5-24S5 

Represented Nationally by THE KATZ AGENCY, INC. 
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ALBUQUERQUE !/ 




One of the reasons we do not envy you agencies and advertisers is your 
necessity of keeping abreast of several hundred markets in this nation. 

To help you in that big job, F&P offers you an extra radio department of ac- 
knowledged specialists who know all the markets at the right as you know your 
own hometown. Their knowledge can obviously help you find opportunties 
your competition is missing, avoid pitfalls of inadequate "intelligence", and get 
more value for your radio dollars. That's the basis on which we first earned our 
place in this industry, and the basis on which we will continue to groiv ivith you. 



H 



D 



REE & Jr ETERS, INC, 

Pioneer Radio and Television Slalion Representatives 

Since 1932 



NEW YORK CHICAGO 
Al LAM A DETUOIT FT. WOHTIl HOLLYWOOD SAN FRANCISCO 



EAUMONT ... OR COLUMBIA 



EAST. SOUTHEAST 



WBZ-WBZA 


Boston-Springfield 


NBC 


WGR 


Buffalo 


CBS 




i^cvv 1 uiK 


IND. 


KYW 


r n 1 1 51 rl Pl T*» n 1 51 

J. llildLtC'lWlliCl 


NBC 




Pittsniirp'n 


NBC 


WFRT 


Svrarusp 


CBS 


wcsc 


Charleston, S. C. 


CBS 


WIS 


Columbia, S. C. 


NBC 


WGH 


Norfolk 


ABC 


WPTF 


Raleigh 


NBC 


WDBJ 


Roanoke 


CBS 


5T, SOUTHWEST 






WHO 


Des Moines 


NBC 


woe 


Davenport 


NBC 


WDSM 


Duluth-Superior 


ABC 


WDAY 


Fargo 


NBC 


WOWO 


Fort Wayne 


NBC 


KMBC-KFRM 


Kansas City 


CBS 


WAVE 


T • "11 

Louisville 


NBC 


WTCN 


Minneapolis-St. Paul 


ABC 


KFAB 


Omaha 


CBS 


WMBD 


Peoria 


CBS 


KSD 


St. Louis 


NBC 


KFDM 


Beaumont 


ABC 


KRIS 


Corpus Christi 


NBC 


WBAP 


Ft. Worth-Dallas 


NBC-ABC 


KXYZ 


Houston 


ABC 


KTSA 


San Antonio 


CBS 


AIN AND WEST 






KOB 


Albuquerque 


NBC 


KDSH 


Boise 


CBS 


KVOD 


Denver 


ABC 


KGMB-KHBC 


Honolulu-Hilo 


CBS 


KEX 


Portland, One. 


ABC 


KIRO 


Seattle 


CBS 



50,000 
5,000 
5,000 
50,000 
50,000 
5,000 

5,000 
5,000 
5,000 
50,000 
5,000 



50,000 
5,000 
5,000 
5,000 

10,000 
5,000 
5,000 
5,000 

50,000 
5,000 
5,000 

5,000 
1,000 
50,000 
5,000 
5,000 



50,000 
5,000 
5,000 
5,000 
50,000 
50,000 



K?':A " miercial 
f\3\: Re lonse 

UP 94.8% 

Over 1949 

: 950 Mail Total Jumps 
Neatly ya-Million! 

> or years time-buyers have known 
kMA is one of the best mail-pull 
stations In the country, but just take 
a look at the 1950 record: 

In 1950, KMA pulled 
94.8'"f more commer- 
cial mail than in 1949. 
That's an increase of 
nearly a quarter million 
pieces of commercial 
mail! 

This outstanding increase means 1950 
was one of the best mail response 
years in KMA history. It proves 
that during this highly competitive 
period KMA is even a better buy 
than ever before! 

Who Sent Mail . . and Money? 

KMA listeners in rural Iowa, Ne^ 
braska, Missouri and Kansas bought 
the KMAAdvertised products as 
they have been doing for more than 
25 years. 

Be sure they're hearing 
about and buying your 
products. You'll be 
SALES AHEAD with 
KMA. 




KMA 



SHENANDOAH, IOWA 

Represented by 
Avery-Knodel, Inc. 



two network* ■ „,,.ha 
\ C8S-TV 



I ^ii disan 



BREWERS ON RAi 0-TV 

Having failed to I'Ut my copies of 
SPONSOR under Itx'k and key. I find 
that some of them ;.re missing. Of 
course, they would be he ones which 
contain articles which I would very 
much like to have. On > is the article 
on farm radio or was it a series? I 
reniemher that it was \ery comprehen- 
sive. Would it he possible to get a re- 
])rint? 

1 would also appreciate any infor- 
mation that you can give me as to 
when the article '"Rcer on the air" will 
appear. It was announced for the 26 
March issue, but was not in it. 

Radio and Television Director 

\Vall.\cE H. Lancton 

Jackson & Co. 

Xew York 

• A iWlait.vI atul up-lo-'lale "Bicr on the air" 
rounilup appears in Ihis issiio page 30. 



CARNATION'S PHILOSOPHER 

Your Carnation Milk story in the 
26 March issue had special interest for 
me since particular reference was made 
to this comj)any's sponsorship of The 
Jewish Philosopher. 

As C. Irsael Lutsky will tell you, I 
was the buyer at Erwin, \\^asey who 
discovered Mr. Lutskv and persuaded 
Carnation to sponsor him. 

I believe this 12-ycar time and tal- 
ent "buy" is the longest distance pur- 
chase for a national advertiser in ex- 
istence. Does anvone know of a long- 



er one; 



Tom Carson 
Radio Tiinehuyer 
Foote, Cone & Belding 
Neiv York 



CROSBY'S "DEADLY SINS" 

Your open letter to John Crosby was 
very interesting. 

Rut, if you want to catch on to a 
hot subject for dc])ate with (Irosby and 
his clan, you'll start taking him to task 
for writing about netuork radio while 
using the broad term radio. 

For example, if you'll check back to, 
or think back to. John Crosby's "Seven 
Deadly Sins" article, you'll notice right 
away most of the sins of which he com- 
phiins are j)urel\' network sins — al- 



though no distinction between network 
and non-network was made or implied. 

MURIUY CARrENTER 

Co-oi<ner 

WABI 

Bangor. Me. 



NEWSPAPER PLUGS RADIO 



11 »• 



t*« 



<llOtlltCRW« MEWS AQ. 



tl M m 



%i CKLW 




CUNNINCHAM'S 




Drug store chain uses news ad +o plug show 

In Detroit and Michigan, the "zoom" 
of ail airplane has become a trademark 
for our client, Cunningham's Drug 
Stores, to identify Cunningham's Keivs 
Ace broadcasts. 

To celebrate the 11th anniversary of 
Cunningham's Keivs Ace, we prepared 
the attached full page advertisement 
for Cunningham's which ajjpeared in 
the Detroit Times, Sunday. 25 March. 

We believe that the use of a full 
page in one medium to publicize an- 
other medium, is really newsworthy. 

Lawrence J. iMichelsox 

Vice President 

Sinwns-Michelson Com paiiy 

Detroit 



SPONSOR'S FARM FACTS 

I noticed an article, ''Keply to a 
farm intjuiry," in the 12 March issue. 

This article mentioned a F'arm Facts 
Handhook, as well as valuable farm 
data contained in your 9 October issue 
in an article titled, "The farm direc- 
tor: what a salesman!" 

At your first opportunity, we would 
appreciate your forwarding to us this 
material, as we have a client radio 
station interested in the farm market. 
Jack Wikdmer 
Ruthrauj] & Ryan. Inc. 
.?t. Louis 
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SPONSOR 



SELL 



THE 

JOHN BLAIR 



WTAL 



1 



1951 marks the Eighteenth Anniversary 
of John Blair & Company, and the fourteenth 
year of our exclusive national representation 
of these Florida stations-^major outlets that 
blanket and sell the entire state. 

Our long -time association with these stations 
means this to you: Blair men not only know 
Florida, they're specialists in the radio and 
merchandising techniques that move goods in 
this rapidly expanding market. 



STATION 



FREQUENa . POWER • AFFILIATION 



WJAX- Jacksonville 



930 



5000 



NBC 



WJAX delivers greater coverage than any otiier Jacksonville station (215,230 radio 
homes, daytime, B.M.B. March 1949), and has substantially augmented its rural 
coverage by recently increasing its antenna height. Ow/ned by the City of Jacksonville, 
WJAX blankets the distribution key to the State — a location so strategic that its 
buying pov/er has quadrupled in the last ten years. 



WQAM -Miami 



560 • 5000-1000 • ABC 



WQAM is first in coverage in the Miami radio picture (208,010 radio homes, daytime, 
B.M.B. March 1949) m\h 91% penetration in Dade County and full pov/er coverage 
throughout South Florida. The oldest station in Miami, it is associated in ov/nership 
m\h the Miami Herald. The responsiveness of its audience can be traced in part to its 
excellent facilities for national and foreign nev/s service, and to its close attention 
to local programming. (This stress on local personalities has created a most resultful 
identification for advertisers.) Miami's phenomenal grov/th has made it one of 
America's major markets, m\h 27 incorporated communities v/ithin Greater Miami 
and a 77% increase in population over 1940. 



WFI A - ^""P" 

If r LH St. Petersbuig 



970 



5000 



NBC 



Owned by the Tampa Tribune, WFLA includes 135,317 radio homes in its coverage 
area (V2 mv. measurement). This important NBC affiliate is located in the heart of 
Florida's most heavily populated trade area, in the biggest city on the West Coast of 
Florida. Neighboring St. Petersburg is equally vital to advertisers, having just scored 
its biggest year m\\\ nevt construction and bank deposits at all time highs. 



WDBO- Orlando 



580 



5000 



CBS 



Established in 1924, WDBO is Orlando's oldest station and foremost netv/ork station. 
It leads in coverage (141,000 radio homes, daytime, B.M.B. March 1949), and in 
Orlando proper has 46.5% of the listeners — the three other stations sharing the 
remaining 53.5% (Hooper, Fall 1949). The influence of this market stems from its 
position as the distribution gatev/ay to all Central Florida, encompassing the v/ealthy 
citrus area w/here population has soared 75% since 1940. 



WTAL- Tallahassee 



1270 



5000 • CBS-MBS 



With coverage of 52,510 radio homes (daytime, B.M.B. March 1949), WTAL is the 
leading netv/ork station and the oldest station in Tallahassee. It is the primary 
source of CBS service for the entire Tallahassee area v/hich, as a major entrance to 
Florida, has become an increasingly important industrial center for a diversity of 
industries. The population of the city has almost doubled in ten years, and retail 
sales have quadrupled. These increases are doubly significant in a State Capital v/hich 
traditionally enjoys a highly stable economy. 



These are the men who produce the results 




JOHN T. HOPKINS, 111, Maiiufit r, W JAX 
Ju( k^(^llv ill*'- Ont- of I lorida's l)e>l known 
l)roa(ica;-tiTs, "Jack" Hopkins Ixiilt W JAX 
26 \far> apo, lui> since that time niaiiapml 
the hroadca-tiiif: affairs of tlic (^ity of 
Ja( k?onvilh-. and n-cently direded siili- 
^tantial Itiipro ciiieiits in the fa<'ilities of 
tills station. 




OWEN F. URllX.E, General Manager, 
WQAM Miami. His advent in radio with 
\V AI"D Detroit in 1926, and his suhse- 
qiieiit association with WJR Detroit for 
more than twenty years, brings Mr. Uridpe 
to lii.-. tw<'nty-fiftli anniversary in radio. 
He lias heen (general Manager of WQAM 
since Vm. 




CHARLES G. BASK.ERVILLE, General 
Manager, WFLA Tampa. Mr. Baskerville 
is a veteran of twenty-three years in news- 
paper and radio advertising. Since 1936 
he has l)een with the Tampa Tribune Com- 
pany, owners and operators of WF'LA. 
During World War II, he was a Lieuten- 
ant Commander in the United States Navy. 



W. G. Mf.HRlDE, Director of Sales, WDUO 
Orlando. A veteran in llie Florida broad- 
casting picture, Mr. McBride .started his 
career as an announcer at WDBO in 1930. 
He was made Program Director and Na- 
tional Sales Manager in 1940, and director 
of all sales as of January 1951. He is also 
a past Secretary and President of the, 
Florida Association of Broadcasters. 




L. H. GRAVES, General Manager WTAL, 
Tallahassee. After serving as a bomber 
pilot in the European theatre in World 
War II, Mr. Graves was associated with 
the DuPont Industries. In 1947 he joined 
the John H. Phipps Radio Stations in the 
post of General Manager. 



. . . in Florida, one of America's fastest growing markets 



No market in all America offers a greater sales potential to advertisers 
than the State of Florida. Every statistic establishes Florida as a year-round 
sales target of steadily expanding proportions. Its population has in- 
creased more than 33% in the past ten years, and its buying power, esti- 
mated at close to three billion dollars, jumped 191 million dollars in '49 
over '48. Florida topped the entire nation in farm income in '49 with a 
gain of 19%... and in the same year ranked seventh in the incorpora- 
tion of new businesses. This amazing industrial and agricultural growth 
has, of course, produced a permanenf as well as an unusually prosperous 
population. These are the people that Blair's five Florida stations reach 
and sell . . . af surprisingly low cost. 



CHICAGO 520 North Michigan Avenue, Chicago 1 1, Illinois 

Superior 7-8659 

NEW YORK 22 East 40th Street, New Yark 16, New York 

Murray Hill 9-6084 

ST. LOUIS 1148 Paul Brown Building, St. Louis 1, Missouri 

Chestnut 5688 

DETROIT 1114 Baak Building, Detroit 26, Michigan 

Woodward 5-3230 

SAN FRANCISCO 608 Russ Building, San Francisco 4, California 
Douglas 2-3188 



LOS ANGELES 
DALLAS 



6331 Hollywaad Blvd., Los Angeles 28, California 
Granite 6103 

Ria Grande National Building 
Randolph 7955 



John Blair & Company 
specializes in radio 
representation exclusively. 
Since we are entirely 
removed from any other 
operation or function, we 
are able to give the stations 
we represent our full time 
and our full efforts . . . 
as spec/a//sfs in selling 
via spot radio. 





JOHN 
BLAIR 



£r COMPANY 

REPRESltltING LEADING RADIO. 




iVeit? dcvclopmenis on SPOI%SOR stories 




Cuban survey results are shown to U. S. press and radio visitors by CMQ's Mestre 




Sec: 
fssiie: 



"Is Ihero 
iiiiitlillf 

12 March 1951, p. 32 
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SllllJCCtt I'i<'i'>try foniiiiilteo offers advertisers 
liope for research staiuhlrdizatioii 



U. S. radio advertisers rely on luinieroiis researcli organizations 
and their four basic tecliiiii]ues to keep them up to date on listening 
tastes. And these four methods — meter, plione coincidental, diary, 
or aided rt^all inter\iew — all have their adherents. 

In Cuba, since 1944. a group of advertisers have taken researcli 
into tlieir own hands. This group, the Association of Advertisers of 
Cuba, checks radio station audiences b\ means of a mass coincidental 
home interview technique. Telephone distribution in Cuba is not 
nearly as extensive as in the United States, so that the coincidental 
home interview technirpie on a grand scale is a necessity. At the 
same time it provides a type of data usually unavailable in the L'nited 
States and which many agency research directors woukl like to have. 

Cuban homes are classified as "A."' "B, ' "C." and "D" and one 
out of every three homes in each classification is polled. In some 
years, the poll is monthl) ; in others as few as three annual checks 
have been made. A national survey made last Novend)er included 
35 cities, with 160,000 visits to homes over a period of three weeks 
during the hours of 9:00 a.m. to 10:30 p.m. 

A recent Havana survey covered 47.37o homes. [ Al 11.076 homes 
no one was at home.) Interviewers asked: Is your radio on? What 
station are you listening to? What program? Who sponsors it? 

Other association data includes: homes with radios; homes with- 
out radios: listening; family racial types (white. Negro, or mulatto I . 

Some basic faults include, says A. M. Martinez, vice president of 
the Mchhor Guzman Company (which operates station CMQ 1 : fail- 
ure of interviewers to define what actually constitutes an "A," "B," 
"C," or "D" type home; number or percentage of homes in this 
category; and the custom of interviewers to poll people only on the 
main floor of each building. 

Despite these defects, the association helps advertisers glean valu- 
able data about the Island market. Martinez points out that, oddly 
enough, association research shows all Cuban broadcasts get more 
women thaii men listeners day or night. That includes baseball play- 
by-plays, children'.'i shows, and other fare which usually attracts a 
majority of male listeners in the United States. 




. . * it s 




® 59.5% Nef Listenership 
gain 

• Top CBS Shows 

• Forceful Local program- 
ming 



I AM A BELLE OF OLD MOBILE, 
THEY SAY THAT I'/vNOLD FASHIONED, 
UNLIKE YOUR LORELEIS, 
DIAMONDS IN TMEIR EYES, 

I'M BUSY TILLING SOUTHERN FIELDS 
[WHERE SPOT CAMPAIGNS BRING 

GREATER YIELDS. 




"^225,060 population 
in Metropolitan )v1o' 
bile 

— And Still Grow- 
ing! 

National 
Representative, 

Adam J. Young, Jh 

F. E. Busby, 
General Manager 
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'M'rfar-pLWca. explain the oae iKa^ 9°^ 



Each nsn on this string represents half a month in 
1950 (day or night) when Mutual landed a larger share 
of the total U.S. radio audience than it had in 1949. 

Nielsen credits our Mister IzaakW. PLUS with 23 out 
of a possible 24 — f.ir more than anybody else brought 
home — but one did get away.+ 

As for total gains in actual lislemng during 1950, our 
creel is fidl to the brim. Day and night, all year round, 
Miuiial alone has built larger audiences, '50 over '49. 

In fact, this gain amounts to 397,485,000 more family- 
horns of listening to Mutual in 1950 than in 1949. 

And 1950 was the year of television's greatest growth. 

Care to use our tackle? 




'^Daytime, October, is the one that 
got away. Tune-in to the World 
Series, MBS exclusive, was less for 
the ^-day Yankee-Phils in 'jo than 
for the yday Yankee- Dodgers in '^p 



'Pi?CATORlAL PiN-uP 




MBS 





Out of 2^ possible 
gains in share of 
audience during ip^o 
(by day and by night 
for each month). 
Mutual landed 2}, 
Network X: 16, 
Y: ^, Z: o. 



+he di'ffereace is - 



The 








roaq'eqsting 

S'ysTern 



1440 BROADWAY, NEW YORK 1 8, N.Y 




The King's whole array feared the sword of GoHath, 
When up spoke young David, "The bum or I diethl" 




He passed up a sword for his favorite appliance. 
"Stones, schmones," cried the men. 

"Now with stones we fight giants?' 




But were their faces red? Like the old story said, 
Goliath lost out because Dave used his head. 



To Get Ahead in Dayton* 
Saleswise 

THE SHOW MUST GO ON 
WHIO-TV 



*What a market to get ahead in! 720,000 head 
of viewers, complete with normal wants and 
extra buying power — concentrated on 180,000 
TV receivers as of today! And those receivers, 
you should remember, are nicely tuned to 
Channel 13 — late morning, afternoon and 
night.* That's us! Get data and information 
today from National Representative George P. 
Hollingbery Company. 



4. 



MORAL: Knock over your Dayton sales 
with the sales tool built for 
the Dayton market— WHiO-TV, 
first and still champion! 




* Pulse February report 
shows that 8 out of 10 
top televised shows were 
aired via WHfO-TV. 



fmmti ffGOOIf 5T>, 

DRAWm 0CT.19' 




PROGRAM TALENT, LIKE MARJORIE MILLS ABOVE, OFTEN MAKES STORE APPEARANCES AS PART OF MERCHANDISING SUPPORT 



Poiiilrof-sak 





Advertising is Just part «f successful 

selling; niercliandising ^^follow-tlirougii'' in 
retail st<»res converts it into cash sales 
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The batter steps uj) to home- 
plate and swings mightily. 
There's a sharp crack as he 
connects. But what happens? Maybe 
the ball hops a few feet; maybe it sails 
o\ er the fence. 

What makes the difference between 
a dribbling grounder and a home run? 
"Follow-through." according to base- 
ball pros- -continuing the swing all the 
way. 

A manufacturer ma)' let fly an ad- 
vertising campaign that has all the ap- 
pearances of a home-run. yet turns out 
to be a "bunt."' Copy is arresting, 
media carefully chosen, market condi- 
tions are in tune with the campaign- — 
but the pay-off at the cash register fads 
to live up to expectations. Reason : the 
"'follow-through'' was missing. 

Merchandising, the art of eonxerting 
ad\'ertising impressif)ns into buying at 
point-of-sale, is tlie indispensable fol- 
low-through to ailvertising. And the 
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: part oi Ir^al . -ir.g job 

k'c! .e..t of pr- -: . ' i ages on 
j. ^ -trii;Ution. 

-^Tf-r 'r.-.a.' , .'.'y'T.e aca- 
t d.-tr.. thf- finer 

=■ •' ' v t • , -hell po;J- 
- • --, r ' . t f-in shelf 
- - •- i'je-t appear- 

_ ^- ;!ifrimi',k-. 
. -■ r f- r. f:hT of 

hill 'J -i.'.i'. 
L r.fort j; 1 , a orit;. of a<i- 

• e.'i.-*-.'-- hra'.<-- ■ ' <v..throu2h on 
l.e- <:'.--r1,- . rTf-ti^ely — either 
{'\T':.-^:. .-x ■ ' . i "^q jate bud;iH or 
la •: f r ■ • R otable f-yj ft\AViT\^. 

aT'- 3^-'.'- I..-.'- Pr' ' tfrr Gamhie. Gen- 
era f I, ' T Bro-.. ifi. Col^ate- 
pa ' . '-P -'-i. -tcrdard Brands— all 
.1-':- of radio. Media ean. 
a , f-i':t''-r -i\e iXf-r*- handi-in;;; 
i ' f , - a V, ord v. ith Hear=-t riew-- 
t av^r-, f.,ijuirf rna'^a/.jrif-. radio -ta- 
! \XL\V. Cirj^ir,nati. W IXG. 
JJ .tor. K-TP, -t. Paul. WWL. Xev 
Or a- -. But a- -fOS-OK ha- pointed 
o t "\]<-r^ha! <h-' rr^ i^ like f)n;rer- 
prin- Part Tv,o" 1] .September 
lO.'O rr.err har di-injr i- a ^ oluntar}' 
xf'Wa -'-r\i'e: there are no -tanoard 
\,T^' \.\' f-t and ff-K r^uarantee=. 



To fiU thi. r 
reasonabl} pn e 
terprL-in? men 
and rnerchandiij 
oped "'packag^e; 
the sellinsr \ehi'' 
tnrou^h. Althou. 
-PON -OR here\^ith 
itie- of onl\- thre- - 
'janization-. T^^o. 
Chi' ajfo and Br' a 



:or hard-hitting, yet 
merchandising, en- 
radio experience 
sa\-vy ha^e de=\el- 
lat pro\ide botli 
and the follo^^• 
'here are others. 
'ribe= the activ- 
- . h succe-sful or- 
ture Radio. Inc. 
<i;t Advertisinjr. 



in' . Bo-ton I. u-'- \^'J radio programs 
a- ihf-ir ad-verti-iny ar.^n. The third, 
^tore a-t Corporati' r of America 
New ork . heam- it- ad^erti-in^ di- 
lef tly to the f ustort <-r in the -tore — 
\ia FM radio. 

-All have a h!;fhli. de\ (-loped -en-e of 
the importance of point-'-f--ale. They 
knov. that a -tron;? ad\f-rtiring impre-- 
-ion ' an be nejrated at thf- \ ery thre-h- 
li'jld of a -ale. In talkin;.'' with the men 
v.ho head the-e mer' handi-ing-minded 
firrn-. and -evcrai other-, -fO.NiOR ob- 
^er\ed an amazing degre of unanimity 
on these basics; i] Point-of-iaie 
know-ho'rt is -till a little under-tood 
and poorfy pra'^ticed art b} a -urpris- 
ing f)ereenta;^e of othervii-^; brilliant 
adverti-er=^, e-peeially tho-e vith mod- 
e-i rjuoget-. A- i- the caw? with the art 
of public relations, Am'-rican business 



is just becoming aware of its impor- 
tance : i 2 > You need skilled crews to 
do the hard store-to-store work that 
guarantees distribution of goods: (3) 
Even the hardest-to-crack chains can't 
withstand customer demand — many 
agree to stock a product as soon as 
the} 're told that radio or television is 
in the work-. 

The point-of-sale services rendered 
b} Feature Foods. Marjorie Mills 
Hour, and } anhee Kitchen aren't new. 
They ve been developing over many 
year-. Some of the crews fashioned by 
J. E. Murley. o^NTier of Yankee Kitchen 
and Marjorie Mills Hour, have been 
functioning with few changes for 10 
years or more. Sponsors will profit by 
a close anal} sis of the techniques used 
by the three firms which form the 
basis for this article. 

Feature Radio, Inc. operates its 
"Feature Food-'* plan- on four sta- 
tion-— WLS, Chicago. KYVT, Philadel- 
phia, W0\^', Omaha, and WHO, Des 
Moine-. Introduced over WL5 more 
than LS years ago, the plan gives spon- 
-ors a participation in a top-rated 
woman's -enice program plus mer- 
chandising pu-h with its own staff of 
expert-. 

Martha and Helen are the two con- 



MiTvhuntllsinij ••puckatje'' plans start with prffyraming congenial to women . . . 



genial homemaker? wlio chat over the 
air from WLS for a lialf-hoiir, six days 
a week. Anything that interests women 
is grist for their broadcasts — hairdo's, 
selecting a dog. overconiing fire haz- 
ards, making corn meal waffles, whip- 
ping up a tasty cherry angel pie. inter- 
views with people like Mrs. Edward G. 
Robinson or foreign correspondent 
Helen Kirkpatrick. 

Woven into their entertaining talks 
are sincere sales pitches for the prod- 
ucts ot participating sponsors. But 
this is actually just the beginning of a 
Feature Foods promotion. 

From experience, the Chicago di\ i- 
sion of Feature Foods li.is discovered 
that 12 to 15 demands for an item 
(about 2^2'^ of a store's customers'! 
will cause the gro<"er to stock it. De- 
mand from 5*"t of the customers will 
encourage a grocer to push a proihu t 
and anythiuii o^vr is terrific. 

This distribntiou-getting demand is 
one thing the Martha aud Ilch'Ji pro- 
gram seeks to stinmlate for newh in- 
troduced products. 

With the air promotion underway 
for a given participating sponsor. Fea- 
ture Foods' stall of merchandising ex- 
perts gets to work in the stores. Five 
women under director Mae \\ atkins 



>>/ic*rc servievs dvsvrtbcd in nrticlv operate 

Fe.Tliiro K;iiiio, Inc., Chicago out til. >ol!< "Ki-alnro Fooil" 

of railio y!io>v jilu» niiTt-liamlUini: >latT 011 ^^ Oliioago ; K\W. 

rhilaacJpl'';i: >M>NN . Omalia: W HO. P. ^ >loiiu ». 

l?roaiKM>l Vii> orli>iiii:. liio.. l>i>>loii, nri>>iiio» iiior»'liamli>iii>: sor>ico 
for parlioii>aiil!; oil Marji>rit- \aiiktH'> Kilchi-n i>rt>j:r:iui» oarrioil 

o^o^ t^«o .'New Kliglaml regional raiiio 

SlortHM-l Cori>. of Aiiiorioa. No\> ^ork. lu'aiu- mii>u', tum*-, proiim-l 
aiiiioiim-oiui'iils \ ia F31 to >Uiros aiiil liomo- in Kiislanil. NtM> 

Ji-rsi->. I'liilailoliiliiii, (.lliicago. filL-lMirsili. 



call on some 1.230 motroiuditau Chi- 
cago indepeuilent and chain groceries. 
Tlu^se arc the things tlun do for each 
participating sponsor: 

1. Persuade grcvers to stwk the 
product, if not stivked ahe.ub . 

2. Cot advantageous shelf locations, 
o. Ueport on sales of the product 

and its competitors. 

4. Arrange di>pla\ material. 

5. l)isco\er trade reactions to the 
product auil its distributors. 



In addition to these daib efforts, 
special promotions are arranged with 
leading I'hains. cooperatix es, \ oluu- 
tar\ ciiaius. and supermarkets. l*ro- 
motions get a build-up oxer the ;iir. 
xiliilc the stores rtviprocate b\ featur- 
ing the participating products in their 
regular adxertisiug. >pivial displax <. 
tree rtvipe booklets e\ er\ proxeii 
tivhniqne to heighten interest and 
boost sales is used. 

t/Vcd.vc turn to poi^r- 80 



. . . follotv through ti'ith stove visits hi/ traiucd cvctvs, iu-stovc proutotious 




(1) Kon & Carolyn's Yankoo Kifchon typifies homemalior-fypo show, puts solos pressure baliind products. Port of Broadcasf Advertising package 

(2) Product displays, store posters, shelf strips ar# regular part of merchandising service that comes with integrated plans like Feature Foods 

(3) Contests, like this Sforocast tlo-in with Acme Markets in New Jersey, are a proven traffic builder, also boost participating spsnsors' products 




CHOOSING RIGHT PRODUCT IN RADIO MAIL ORDER TAKES SKILL MARFREE'S FRIEDENBERG (CENTER), STAFF SHOW BEST SELLERS 




3l«ii*t'roo siikI ll<>i>'o make lou'iliiiisito 



u|>ei*<ili<>iis pay. I>iit many iiiisav«»ry 
<>iif t'ils eliili'li t'oi* <|iiiek profits 



Is mail - order advertising 
iDecoming llie i\o, 1 skeleton 
ill broadcasting's closet? 
KeiJUtahle mail-order agencies are 
htill sliudderin<; from nuiiierous shod- 
dy deals siiarp operators put over last 
Christmas. Radio and TV listeners 
who were duped Hooded stations and 
Better Business Bureau oflices with 
angr) complaints. Now the Federal 
Conimunicalionp Conmiission is asking 
Congress to tighten criminal laws 
against swindlers who ad\'ertise on the 
air. Man) stations ha\e already taken 
action h\ la\ ing down rigid reslric- 
lions (see mail-oriler policies dcscrip- 
lion al right) to .safeguard their repu- 
tations - and to ket^p from iieing 
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gypped themselves by fly-by-iiighters. 

Despite the attention that the un- 
savory operators have attracted, the 
mail-order business does have a legiti- 
mate place in broadcasting when prop- 
erly handled. A SPONSOR survey found 
that such firms as Huber Hoge & Sons, 
Marfree Advertising Corporation, and 
Thwing & Altman (hook specialists), 
among others, have established good 
records in the field. There is no men- 
ace to radio here. The Better Business 
Bureau has no fat files of complaints 
on activities of these firms as it does 
for some other organizations. These 
advertising agencies have found that 
legitimate mail order can bring con- 
sistent, high-profit sales volume. At 
this date all indications are that the 
shady operators will be more and more 
restricted while the reputable firms 
go ahead to one of their biggest years 
in the radio mail order business. { TY, 
on the other hand, is currently declin- 
ing as a mail-order medium.) 

Here, then, is a close-up of how 
Marfree, a business-like, established 
maiborder agency, works. Marfree's 
president, Harry Friedenberg, can cite 
such worthwhile achievements in mail 
order as building D-Con rat extermi- 
nator to a $100,000 weekly volume 
through radio (SPONSOR, 1 January 
1951); sale of 120,000 plastic food 
bag*, with deodorizers per week; 
1 4:000 sets per week of six popular 
rt^f;ords; 6,000 to 10,000 monthly in- 
quiries for the White Cross Hospital- 
ization Plan. 

This is the step-by-step technique 
that Marfree uses to make mail order 
pull such responses. Mail order is a 
tricky operation. You can lose your 
shirt easily — and quickly. The key to 
Marfree's success is careful analysis 
before taking on a new product. Items 
are checked for: 

1 . Profit potential. 

2. Value of the merchandise. 

3. Need for the product. 

4. F^inances and credit of the firm 
making the article. 

5. Actual test sales performance on 
about a dozen proven mail order sta- 
tions, including WCKY and WLW, 
both Cincinanti; WWVA. Wheehng; 
WIBW, Topeka; WIBC, Indianapohs; 
KMOX. St. I .ouis; KFGO, Fargo, 
N. D.; KTHT, Houston; WVNJ, New- 
ark; WPAT, Paterson, N. J. 

The tests run two weeks, with a fre- 
quency of one to three times daily on 
10 or 15-minute shows. If the mail 
(Please turn to page 77) 



Nlartree^s list of 

WCKY, Cincinnati 
WIHW, Toptkn, Kan. 
KFCO, Fargo, N. D. 
WPAT, I'aterson, N. J 
WCiN, Chicago 
WOAl, San Antonio 
WBAL, Haltiinorc 
WEEI, Boston 
KVOO, Tulsa, Okla. 
^']MC, Memphis 
KWKII, Shrcvcport, I^a. 
KXXX, CoHiy, Knii. 
KOA, IJtMiv«'r 
KFI, Los Angeles 
W!\OX, Knoxville,TeiMi 
^ LW, Cincinnati 



.voiiie of top iiKfif order stations 

WIMC, Indiannpoli^ 
KTIIT, Houston 
WTAM, Cleveland 
• WCFL, Chicago 



Kt)l{, Alhnquerjpie, 
i\. M. 

WCAO, Malliniore 
WCIIS, Charleston, S.C. 
WOWO, Fort ^ayuc, 
Ind. 

KIJYE, Oklahoma Citv 
KlIMO, llaiinihal, Mo. 
WllKC, Coliiuihus, O. 
WJR, Detroit 
KNX, Los Angeles 



WWVA, Wheeling, 

W. Va. 
KMOX, St. Louis 
WVNJ, Newark 
WGAU, Cleveland 
WLS, Chicago 
K(iNC, Aniarillo, Tex. 
WBZ, Boston 
Wirr, CJiarh)tte, N. C. 
WOW, Omaha 
WOK, New York 
KTBll, Houston 
KWBU, Corpus Christi, 

Tex. 
CKLW, Detroit 
K(]()n, Houston 



now INDUSTUY IS POLIClx\« MAH. OKDKK 



Let's pass a law. 

That's the refrain which always fol- 
lows a scandal where many are vic- 
timized. Thousands of radio and TV 
mail - order customers encountered 
pitchmen on the air last Christmas who 
lived up to their street-corner reputa- 
tions. That's why stations are working 
to sift out the chiselers from the legiti- 
mate outfits described in the article at 
the left. 

But it's going to take a lot more than 
the writing of regulations. "You can 
pass all the laws and codes you want,'" 



one veteran broadcaster remarks, "but 
if the agencies and stations do not en- 
force those rules, the menace of the 
fly-by-night operators will continue. In 
no time at all, they can wipe out all 
confidence in reputable mail-order 
offers. From that point, it is not far 
from jeopardizing faith in all radio 
advertising." 

Here is a rundown on the drive to 
clean up mail order. 

Even Congress is being brought into 
the picture. The national lawmakers 

(Please turn to page 79) 



Typical complaint letter sent to stations 





Reer iiii tlie air 



Slice of lircwerv liii€li»et s^oiiis' 



to ratlio/TV rose from 4.li% on average to 22.4% in eight years 



"\\'li;it"l| you have? . . . 
I'al)sl Blue Ribbon . . ." 
Million-^ of boxing fans have come 
to recognize this coinjx'lliiig Pabst slo- 
gan as part of the colorful ring aluio- 
spliere coming to them ever) W'cdiies- 
(l<i\ iitglit over radio ami T\^ It's a 
slogan thai !>(K)Sts the lake of tlic I'abst 
bales Corjjoration throughout the 
countr). Al the same time the (jues- 
tion, "W'hat'll )ou have?"' points uj) 



an uj)heaval going on throughout the 
brewing industry. 

Brand selling is taking over in the 
beer business as it has in the cigarette 
field. No smoker steps up to the (oftac- 
co counter and says "cigarettes, 
please."' lie always specifies a brand. 
The beer market is fast reaching this 
point. That means the big fellows who 
ha\'e the resources to conduct strong. 
well-j)lanne(l advertising camj)aigns are 



expanding while the smaller firnis are 
dropping out. At the end of prohibi- 
tion there were some 750 breweries in 
the U. S. This year the number has 
shrunk to about 400. 

You can't slacken promotion in this 
field — one of the most competitive in 
American business. In every city, lo- 
cal, regional and/or national produc- 
ers are battling for a bigger share of 
the market. Despite a recent sales de- 
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\NKTON, S. D., REGION AFTER USING RADIO 

eline of about 2^r , brewei's increased 
advertising per barrel from in 
1949 to SI. 09 in 1950, a Modem Brew- 
ery Age survey reported. Tbe 2^c de- 
cline, many in the industry believe, 
would probably have been considera- 
bly greater without the influence of 
heavy air advertising and other beer 
promotion — considering the factors 

I tending to force beer sales down. 

' Many firms are boosting budgets 

even higher in 1951. Beer advertisers 
are not only adding to their artiller). 
but they are putting more stress on ra- 
dio and TV as potent vvea])ons to ac- 
quire new customers. They have to 
keep up with a significant shift in beer 
drinking. For ihree-cjuarters of the 
beer consumed is now sold in package 
form for home use. The corner tavern 

\ no longer holds the importance it had 

before prohibition when you could buy 
a pail of foaming brew for a dime. 

I The way this industry has been 

flocking into radio and TV has been 
clocked by the Research Company of 



America. It found that in 1941 onlv 
4.3'/o of beer advertising went into 
radio. By 1949, the proportion going 
into radio and TV had grown to 
22.4%. Thus, air advertising in 1919 
was second only to outdoor media 
which took 23.0^ of the total pro- 
motion cx[)enditure. In the eiglit-year- 
period, newspapers bad fallen from 
28.5% of the budget to 19.5%. 

As recently as August. 1947, a si^ON- 
SOR sur\cy of beer ad\ertisiiig on the 
air noted that Pabst was the onl) brew- 
ery on the networks. Eddie Cantor 
was their star, having succeeded the 
Old Maestro. Hen IJeniie, who had sold 
Ulue Ribbon Malt. 

A few firms tried network radio in 
the early Thirties, with the return of 
legal beer, but they didn't stay long. 
F.ven Pabst, which has been the most 
consjiicuous user of the networks, took 
a long hiatus after sponsoring Ren F?er- 
nie for five years. 

This season you can scarcely turn a 
dial (radio or TV) without bumping 
into a beer sponsor, large or small. 

Here's a quick rundown on some of 
the major network air eflforts this sea- 
son. Pabst is top spender with the 
Life of Riley on radio and the Blue 
Ribbon Matches on both AM and TV. 
Joseph Schlitz Brewing Compan) 
sponsors the standout Halls of Ivy on 
radio; Pulitzer Playhouse on TV. 
Miller Brewing Company features 
Miller High Life Revue on radio. 
Horse race broadcasts every Saturday 
afternoon over MBS are sponsored by 
the Brewing Corporation of America 
for its Carling's Red Cap Ale. Fal- 
stafl Brewing Corporation is using 
about 150 stations over the Liberty 
Broadcasting System for baseball. An- 
heuser-Busch, Inc., sponsors the ex- 
pensive Ken Murray Show on TV. 
Blatz Brewing Company has the Roller 
Derby on video and will be bringing 
/linos 'ii Andy to the new medium in 
June. 

The late evening TV show on Broad- 
way Open House which brought fame 
to comedian Jerry Lester and the cur- 
vaceous Dagmar is co-sponsored by the 
Anchor-Hocking Glass Corporation and 
seven beer firms, including such major 
producers as Blatz Brewing Company, 
the Jacob Ruppert Brewery, PfcilTer 
Brewing Company, Red 1 op Brewing 
Company, and Gunther Brewing Com- 
pany. 

Turning now to trends, these are the 
highlights of present beer acti\it) on 
the air. 

[Text continued top of next page) 




Schlitz stays flt top with "Pulitzer Playhouse" on TV and 
"Halls of Ivy," AM. Prestige shows use stars like H. Hayes 




Pabst, long-time web sponsor, balances boxing fare on 
radio and TV with domestic comedy of Wm. Bendix' antics 




Both TV and AM announcements used to plug annual Miss 
Rheingold contest. Video helps customers choose winner 




For cliart showing how 40 beer sponsors use air, turn page 



"Broadway Open House," co-op show, enables regional 
* beer firms to tie in with Anchor-Hoclting in own marltets 



Expandcfl efforts on radio and 
1 \ . The largest firin.» last year, ac- 
orunjr to Modern Brewery Age 
-topped up their T\' allotments from 
one cut a barrel in 1949 to 12 cents 
in 19,30. 

2, More enlpha^is on da\tinie radio 
> itach liousc\\i\e« ivho bu)' beer in 
' o tMV stores the most important 
r outlet. 

1 Sport- hroadca>tr continue strong. 
w hh many ctjinpanies sponsoring base- 
ball during the ]ieak warm weather 
sales period. Sports are usually tuned 
in at bars. re?tanrants. and grocer) 
^tore>. This means a point-of-sale im- 
pact that few other advertisers can en- 
jo\ with an\ other t\j)e of show. 



4. In schedi; ' ig announcements, 
manv firms |)re{er ports or news ad- 
jacencies to rcacli 'lale audience.s. 

5. The strate2\ ift b) one major 
firm. FaUtaff Brev g, a heavy user 
of the air media. cilstaff is shifting 
from an emphasis i evening shows 
over high-powered. I )niiiiant stations 
to a hookup of about 150 smaller sta- 
tions, mostly part of the Liberty 
Broadcasting System. They sponsor 
the outstanding major league game of 
the d<i\ and the regular games of the 
St. Louis Browns, The Bro\ras are 
carried on a se|)arate regional network. 
The St. Louis brewer) is testing the 
effectiveness of this network designed 
to match distribution right down to 



the smallest conununities. 

6. Sales problems are not the only 
headache in this business. Beer ad\"er- 
tising is hampered by legal restrictions 
in a number of areas. The powerful 
KGW station in Portland, for exam- 
ple, can only handle a limited amount 
of beer advertising, it reports. A state 
law forbids the mention of beer or 
uine before o p.m. 

The dominant role of sports in the 
beer activity, although the Mrs. does 
the buying, leads ) ou right into an old 
family argument '"Who's boss?" The 
answer, say sonre experts, is that it's 
papa who stipulates the choice of 
beers. But brewers are no male chau- 
vinists. The) point to the growing fe- 




ADVERTISER 

ACME, 

San Francisco 

AMERICAN, 

New Orleans 

ALTES, 

Detroit 

ANHEUSER-BUSCH, 

St. Louis 

P. BALLANTINE, 

New Yorl< 

BLATZ, 7 

Milwaul<ee 

BREW. CORP. OF AMER.,^ 

Cleveland 



BURGER, 

Cleveland 

ADOLPH COORS, 

Golden, Colo. 

FALSTAFF, 

St. Louis 



AGENCY 

Foote, Cone & Belding 
Walker-Saussy 



Austen Croom-Johnson (AM) 
McCann-Erickson (TV) 

D'Arcy Advertising 



PROGRAMS (data on announcements included where available) 

"Ben Alexander," KNBC d.j. show; "Watch and Win," KPIX (TV); 
Heavy radio campaign during April. Over 400 announcennents 

per week used. 

"Road to Yesterday," WWL, New Orleans. Ziv's "Bold Venture" 
in five cities. Strong radio schedules for special drives. 

No programs. Extensive AM and TV announcement schedules. 



'Ken Murray Show," CBS-TV. 



J. Walter Thompson 



N. Y. Yankees, Boston Braves, Philadelphia Phillies and Athletics 
games carried on radio and TV, mostly on co-sponsorship basis 
with other firms. 



William Weintraub 

Benton & Bowles 
(Red Cap Ale) 

Lang, Fisher & Stashower 
(Carlinq's Black Label Beer) 

Midland 

W. W. MacGruder 
Dancer- Fitzgerald -Sam pie 



"Roller Derby," ABC-TV; "Amos 'n' Andy," CBS-TV, starting in 
June; half-hour musicals Fridays on WTMJ-TV, Milwaukee. 



Horse races. Mutual, Saturdays. 



Five, 10, 15-minute news, sport, and musical shows in 13 cities. 
Announcement schedules on 54 AM stations and 10 TV stations. 



Cincinnati Reds games over WCPO, Cincinnati. 



FALLS CITY, 

Louisville 

FESENMEIER, 

Huntington, W. Va. 

FORT~PITT, 

Sharpsburg, Pa. 

FRAN K EN MUTH, 

Frankenmuth, Mich. 

GENESEE, 

Rochester, N. Y. 



Prater Advertising Agency 
Robert Porter King 



Minor league baseball in Denver and Colorado Springs. 

Liberty Broadcasting System major league ball games over 150 
stations. St. Louis Browns over KWK, St. Louis, partial sponsor- 
ship on Brown network of 30 stations. 

"Magic Music," d.j. show nightly over WIRE, Indianapolis. 



BBDO 

Ruthrauff & Ryan 



"Sports Almanac," WSAZ-TV; Jack Bradley sport shows nightly, 
WSAZ (AM); "Korn Kobblers," WCHS, Charleston, WWNR, 
Beckley, WMON, Montgomery. 

Ziv's "Bold Venture" over KDKA, Pittsburgh; TV show being 
planned. 



Rogers & Porter 



GLOBE, 

Baltimore 

GLUEK, 

Minneapolis 

GOEBEL, 

Detroit 



GRIESEDIECK, 

St. Louis 



Joseph Kati 

Vance Pidgeon & Assoc. 



15-minute music shows, three times weekly over WWJ-TV, Detroit, 
and outlets in three other cities. Ten stations used to carry 98 
radio announcements per week. 

"Broadway Open House" (TV) on WHAM-TV, Rochester, WNBF- 
TV, Binghamton, and WSYR-TV, Syracuse. Ziv's "Bold Venture" 
in nine cities; baseball and basketball broadcasts over WRNY, 
Rochester. 

Ziv's "Bold Venture," five cities; Bill Dyer, sports show, WWIN, 
Baltimore. 



"Let's Get Together," quiz show WCCO nightly; programs over 
five stations. 



Brooke, Smith, French & Dorrance Detroit Tigers, WJBK and 45 AM stations, plus WWJ-TV. 



Russell, Harris & Wood 
Ruthrauff & Ryan 



"Jerry Colonna Show," KGO-TV, San Francisco, and KECA-TV, 
Los Angeles. 

St. Louis Cardinal games over WIL and 30 station network. 



3 Big Time JAX Radio Starr, on WWL 

ft 



male audience they are attracting with 
athletic contests as a real market too. 

At the other extreme Is the helief 
that women should be an important 
target for heer promotion. And here's 
where you get into daytime radio for 
brewers. One man on the firing line, 
Harold F. Walker of WDIA, xMemphis, 
puts it this way: 

"The most significant thing that has 
developed out of the last two years 
is the complete change in attitude of 
breweries toward daytime hours for 
radio advertising. Prior to two yeiirs 
ago, morning, noon, and afternoon 
time couldn't be given away to a brew- 
ery. Today breweries and their agen- 
cies are buying daytime radio adver- 



tising without the slightest hesitation. 
The fa< tor responsible is the rather 
sudden realization thai it is Mrs. 
Housewife who is the real volume buy- 
(;r of beer, as with any other groccr\ 
conunoditv." 

Walker gets support in this daytime 
thinking from one survey showing that 
57% of all women said they bought 
a specific brand because the\ preferred 
it themselves. 

Although the sports broadcasting 
jjicture is dominated in almost e\cry 
area by such brewers as P. Hallantine 
& Sons, F.&M. Schaefer Brewing Com- 
pany, the Criesedieck Bros. Brew- 
ing Company, Goebel Brewing Coni- 
( Please turn to page 74) 





they're ad saying. 

'Hello, mellow JAX... 
yoo're the beer for me!" 

lo millions every weeli! 



Give Your 
TASTE a 
change of 
PACE with 

AS ADViKJiSiO OViR SIAIION WOLF 

"SPORTS SPECIAL" jm p. m. o^iir 

Most beer advertisers merchandise programs at point-of-sale 






ALE 





ADVERTISER 

THEO. HAMM, 

St. Paul 


AGENCY 

Campbell-Mithun 


PROGRAMS (data on announcements included where available) 

Ziv's "Bold Venture," in nine cities; Edward R. Murrow newscast 
over 34 stations; games in six minor league cities over radio, and 
telecasts of games in Minneapolis. 


PETER HAND 

Chicago 


BBDO 


"Pantomime Quiz," WENR-TV. 


CHRISTIAN HEURICH, 

Washington 


Henry J. Kaufman 


Washington Senators ball games over WWDC and WTTG (TV). 


KRUEGER, 

Newark 


Geyer, Newell & Sanger 


Mutual co-op "Fulton Lewis"; local news shows; Laralne Day in 
pre-Giant-game series over WPIX (TV). 


LEISY, 

Cleveland 


McCann-Erickson 


Cleveland Indian games over WXEL (TV). 


LsJo AiNvjcLcj dKcW., 

Los Anqeles 


1 t ICL _t 1/ 1 

Lockwood-bhackelford 


East bide Iheater, nightly film show, tive times weekly over 
KFI-TV. 


L 1 1 D M A IN IN , 

New York 


roote, Uone & belding 


175 announcements per week on seven radio stations and IV an- 
nouncements nightly on N. Y. stations. Air campaign stepped up 
during Miss Rheingold contest. Tex & Jinx, WNBC, twice a week. 


LUCKY LAGER, 

San Francisco 


McCann-Erickson 


"Dance Time," seven nights per week, KGO, San Francisco. 


MILLER, 

Milwaukee 


Mathisson and Associates 


"High Life Revue," ABC; Milwaukee Brewer baseball, WEMP; 
Green Bay Packer games over 35 to 40 stations; N. Y. Giant foot- 
ball over WMGM, N. Y., and 35 stations; musical-variety show 
Sunday nights, WTMJ-TV, Milwaukee. 


NATIONAL, 

Baltimore 


Owen & Chappell 


Bailey Goss' "National Sports Parade," WBAL; wrestling over 
WTOP-TV. Washington, and WMAR-TV. Baltimore; wrestling 
match film carried in four other cities. 


NARRAGANSETT, 

Providence 


Standish 


Boston Red Sox games over WHDH and a network of stations. 


PABST, 

Chicaqo 


Warwick & Legler 


"Life of Riley." NBC; boxing matches, CBS and CBS-TV weekly. 


PFEIFFER, 

Dfitroit 


Maxon 


Ziv's "Bold Venture" in 32 cities; "Broadway Open House" (TV) 
six cities. 


PIEL BROS., 

New York 


Kenyon & Eckhardt 


Announcements on radio carried in 29 Eastern markets running 
from six to 38 times a week. TV schedule also used. 


REGAL AMBER, 

San Francisco 


Abbott & Kimball 


San Francisco Seals ball games over KSFO. 


JACOB RUPPERT, 

New York 


Blow 


"Broadway Open House" (TV) three cities, "Zeke Manners," 
WJZ-TV, and "Kitchen Kapers," WJZ-TV; 150 announcements per 
week on 10 radio stations. 


SCHAEFER, 

New York 


BBDO 


Brooklyn Dodger games on WMGM and WOR-TV; sports shows 
over: WRGB, Schenectady; WSYR, Syracuse; WNHC-TV, New 
Haven; WBZ-TV. Boston. 


ADAM SCHEIDT, 

Norristown, Pa. 


Ward Wheelock 


"Cafe Prior," WFIL-TV, Philadelphia; nightly d.j. program over 
WFIL; wrestling. WFIL-TV, weekly; George Walsh, sports, WFIL- 
TV; weekly boxing, WTTG. Washington. 


SCHLITZ, 

Milwaukee 


Young & Rubicam 


"Halls of Ivy," NBC. and "Pulitzer Prize Playhouse." ABC-TV. 


STANDARD, 

Scranton 


Hart-Conway 


Cleveland Indian games over WERE, plus local network. 


STEGMAIER, 

Wilkes-Barre, Pa. 


Crolly Advertising 


Ziv's "Bold Venture," 25 cities. 



RKO chooses najor centers of 
population lik hose shown below 



The Station 





WCBS, New York 
WCFL, Chicago 
KNX, Chicago 
WJBK, Detroit 
KNBC, San Francisco 
WBZ, Boston 
WHIO, Dayton 
WGAR, Cleveland 
WWDC, Washington 
WFBR, Baltimore 
WRNL, Richmond 
WBT, Charlotte 
WCST, Atlanta 



How RKO stops \m4fm sag 

8C»00.000 spot radio co-op hiid^'c^t of KKO and local 

theatres drives fans back to movie palaces 





Action scenes snipped from RKO movie Jratlers serve as TV commercials 



At first hlii^li, the idea of a 
movie company arlvertisiiig 
its films oil radio and TV 
sounds like a bizarre twist on the dog 
licking the hand that hites it. Yet the 
notion isn't as strange as it seems. 

True, the motion picture industry 
has always regarded radio coolly as a 
rival entertaiunient niediiim, and. more 
recently, TV as a threat to its very ex- 
istence. But Hoil\ wood is first and 
foremost a business institution. It has 
not allowed its competitive resentment 
to blind its recognition of broadcasting 
as a potent advertising medium. 

Conse<|uently, while radio and TV 
jHograiiis are keeping their customers 
in the home. Hollywood's lop movie 
companies will spend increased cash 
this year on sjiot radio/TV commer- 
cials to draw those same customers out 
of the home. y\ii ironical situation, 
perhaps; but certainl) an intriguing 
one. 



3^- 



SPONSOR 



; are typical outlets 
in first-run cities 



Spot radio commercials place 
stress on adjectives, horror, sex 



tVZ, New Haven 
K, St. Louis 
lAM, Rochester 
VR, Syracuse 
IL, Philadelphia 
AC, Worcester, Mass. 
CO, Minneapolis 
W, Portland, Ore. 
0, Des Moines 
W, Omaha 

PA, Spartanburg, S. C. 
f, Pittsburgh 
"L, Houston 
L, Denver 



MAN: (VOICE LIKE WALTER WINCHELL) 

It ' s Raw Meat ! Edge of Doom is Raw Meat ! 

1ST ANNOUNCER: 

Yes, that's what Walter Winchell says about the 
new Samuel Goldwyn motion picture , Edge of Doom 
— which opens at the Astor Theatre August 3rd I 
2ND ANNOUNCER : 

You will be shaken, stirred, shocked, 
stunned, staggered, startled by 
. . . (ECHO MIKE) . . . Edge of Doom I 

1ST ANNOUNCER: 

No wonder Walter Winchell says: 
2ND ANNOUNCER : 
Edge of Doom is Raw Meat ! 

1ST ANNOUNCER: 

And Tex and Jinx — radio's most 
famous husband-and-wif e team — say: 
Samuel Goldwyn deserves cheers 
for showing the naked truth. . . 




As a case history, let us consider 
HKO Radio Pictures, Inc. It is a me- 
diunvsized movie company, ranking 
about fifth in the niulti-milHon-dollar 
movie hierarchy. (It is superseded in 
size by Metro-Goldwyn-Mayer, Para- 
mount, 20th-century Fox, and Warner 
Brothers.) This year, RKO will coop- 
eiate with first-run movie houses in 
spending about $600,000 for announce- 
ments and participations in over SO 
cities — about 95fc of the budget de- 
voted to radio, 5% to TV. Quite apart 
from this sum, which is used to bally- 
hoo premieres in the well known Hol- 
lywood razzamatazz style, some 500 
exhibitors of RKO pictures will use 
radio and TV exploitation at their own 
expense, without participation by the 
releasing company. This individual ad- 
vertising would probably bring the to- 
tal broadcast expenditure to about 
$600,000. 

RKO's broadcast advertising com- 
pares handsomely with that being used 
currently by other film companies. 
Here's the line-up on a random hand- 
ful of its competitors: 

MGM (via Donahue & Coe, Inc.) 
will spend an estimated $800,000 for 
a 52-week schedule of radio announce- 
ments over 100 stations in 50 cities. 
The use of spot TV will be "spasmo- 
dic." Unlike other movie companies, 
MGM .foots the entire bill and also 
maintains the broadcast advertising on 
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a regular, year 'round basis. Exhibi- 
tors, however, also advertise on their 
own, and currently are promoting over 
the air Royal Wedding, Father's Lit- 
tle Dividend, and Go For Broke. 

I'aramount (via Buchanan & Com- 
pany) will cooperate with its exliibi- 
tors in spending over $200,000 for ra- 
dio announcements in 30 cities over 
50 stations. The exhibitors themselves 
only use TV, and currently they are 
trumpeting on radio and TV the fihns 
Mating Season, The Lemon Drop Kid, 
and At War With the Army. 

United Artists (via J. Walter 
Thompson, Buchanan & Company) 
will cooperate with exhibitors in 
spending over $600,000 to promote 
some 30 films over 100 stations, large- 
ly on radio announcements. United 
Artists believes in broadcast tie-ins: 
its Queen For A Day was hooplaed 
over the Mutual show by the same 
name, and it credits Kirk Douglas' per- 
sonal appearances over TV programs 
with being responsible for his initial 
success in Champion. Currently, it is 
promoting Cyrano De Bcrgerac over 
the air. 

Columbia (via Weiss & Geller. Inc.) 
will cooperate with exhibitors in 
spending an estimated $400,000 for 
announcements in about 50 cities, the 
bulk of it on radio. Exhibitors, too. 
will promote films on their own ex- 
pense, and the current films advertised 



are Born Yesterday and / alentino. 

The reason major film companies 
are using broadcast advertising heav- 
ily these days is fairly obvious. They 
hope their messages over the air will 
stinnilate sagging box-office returns. 
According to the Department of Com- 
merce, the American movie industry's 
gross of $1,386,000,000 in 1948 
dropped to $1,342,000,000 in 1949. 
The 1950 figures are not yet avail- 
able; but with the infiltration of TV 
8nd the rocketing of consumer prices, 
there is no doubt that the Hollywood 
tycoons have every right recently to 
moan the box-office blues. More than 
tli.at (as we shall see later), they are 
taking organized steps to pry Ameri- 
cans out of the parlor and drive them 
back into movie houses. 

Unlike other film companies. RKO 
has long recognized the value of radio 
advertising as a magnetizer of the mov- 
ie audience. In fact, as its name, RKO 
Radio Pictures, suggests, it was the 
first movie company to use radio as 
an advertising medium. Its broadcast 
story dates back to 1929, when the Ra- 
dio Corporation of America bought 
control of the Film Booking Office of 
America, Inc. — a film company that 
had got its start by shipping movies 
to mining camps and plantations in 
Africa. RCA then merged this film 
production firm with the huge Keith- 
{ Please turn to page 52) 
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uthero California Broadcasters Associat an 



rORfjfll (arran^fd \u cooperation itith SI'OSSOR) 




: Shall a station have 




Moderator Kevin SweenejK^ 



iiatioi 



l^iiiqiio i^oiitlierii California 

ISroaclcastors foriiiii cicliatcvs ciiiestioii, agrees 
single station rate is best for all eoiieernccl 



Ray Gage, Ad Agency 




SPONSOR commends the Southern Cal- 
ifornia Broadcasters Association, Inc., 
and Its alert managing director, Rob- 
ert J. McAndrews (above) for initiat- 
ing forums on timely radio/TV problems. 
It is hoped that other regional asso- 
ciations within the industry will adopt 
similar round-table discussions. SPON- 
SOR would like to hear from such 
service-minded groups and expects to 
reprint those discussions that are of 
interest to broadcast advertisers. 



Why shoulfl radio stations 
offer local advertisers lower 
rates than those demandcfl of national 
advertisers? 

Is not the double-rate-card system 
equivalent to slashing prices, and there- 
fore a hargain-basement practice harni- 
fnl to the broadcast industry at large? 

These questions have been raised fre- 
quently in the past by national adver- 
tisers. But only recently, with talk of 
price wars between the networks and 
their adojittion of reduced rates, has 
the controversy taken on fresh signifi- 
cance. 

In general, the industry Inis opposed 
the double rate standard. The Sales 
Managers Committee of the National 
Association of Radio and Television 
Broadcasters has filed a resolution con- 
denniing the use of special rates for lo- 
cal advertisers. And the same stand 
has been taken by Frederic R. Gamble, 
president of the American Association 
of Advertising Agencies. In a recent 
speech before British admen in Lon- 
don. Gamble likened the station oper- 
ator who offers a cheap, non-conimis- 
sionable rale to local advertisers with 




the automobile manufacturer who sells 
a consumer a ear at a wholesale price 
minus the retail dealer's profit. Such 
a system, charged Gamble, is harmful 
to the whole broadcast structure. 

The entire matter of national-i'ersus- 
local station rates was threshed out re- 
cently in a uni(jue round-table forum 
conducted by the alert, active South- 
ern California Broadcasters Associa- 
tion, liic. The Association, which has 
55 radio and TV station members in 
the region, held its panel discussion at 
one of its regular luncheons. 

In the words of Robert J. McAn- 
drews, the Association's managing di- 
rector: "Executives \ isiting our meet- 
ings have said time and again that they 
wish there were more such grou])S — 
meeting in a friendly social atmosphere 
to discuss the many j)roblems which 
are always in the lap of the industry." 

Si'ONSOH adds "amen" to McAn- 
drews' suggestion, and hopes that oth- 
er broadcast associations will duplicate 
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arl Tester, Ad Agency Head 



Graham Moore, KCBQ Manager 



1 



id local rate cards^ 



ihnVrba,KTTV Promotion Man 



Robert Myers, Legal Counsel 



Harry Butcher, President KIST 





Southern California's forums. 

Moreover. SPONSOR feels that the As- 
sociation's panel on the national-local 
rate question is so timely and jiertinent 
to broadcast advertisers, that the 
group's discussion is herewith repro- 
duced. 

Acting as moderator was Kevin 
Sweeney, general sales manager of 
KFI and KFI-TV, Los Angeles. Other 
participants in the discussion includ- 
ed advertising agency executives, radio 
and TV station operators, station sales 
representatives, and a legal counselor. 

Sweeney: "I know it's always a 
temptation for a station to institute a 
lower local rate. The station operator 
thus hopes to woo local retailers who 
have been accustomed to that discount 
through long-established newspaper 
practice. Yet it isn't as simple as it 
sounds. A recent mail survey of typi- 
cal two-rate stations indicates that they 
have even more complex problems af- 
ter installing the two-rate system. Now, 



let's first hear from an ad agency man. 
Mr. Tester—" 

Carl K. Tester, president, Philip J. 
Meany Agency, and vice chairman, Pa- 
cific Council of the 4A's: "As you 
know, local station rates are generally 
non-commissionable to advertising 
agencies. As a result, this practice 
tends to undermine the whole agency 
structure which, over many years, has 
been built to give all media not only 
more advertising, but better advertis- 
ing, at no creative effort to themselves. 

"I firmly believe that stations should 
offer all advertisers one rate. Why? If 
for no other reason than to preserve 
advertising agencies, who, after all, 
function as station salesmen. It's for 
this identical reason that an automo- 
bile manufacturer charges one rate, 
even to a factory purchaser, in order 
to preserve his dealer system." 

Sweeney: "I'm pleased to say that 
my own station. KFI. like all Los An- 
geles Metropolitan Area radio stations. 



has but one rate. Hut let s hear from 
a station that has adopted the two-rate 
system. Mr. Moore, why did your sta- 
tion enter the two-rate field? ' 

Graham Moore, commercial mana- 
ger, KCBQ, San Diego: "Actually, 
KCBQ believes in one rate and started 
life that way in 1946. But two years 
later, we had to give it up. because of 
competitive pressure from all other 
stations in town, who used two rates. ' 

Sweeney: "Mr. Xewkirk. do you 
think competitive pressure compels 
most stations to go on the double-rate 
standard?" 

Van Xewkirk, co-owner. KRNO, San 
Bernardino: "Yes. I do. Most two-rate 
stations are in competitive markets. 
KVOE and KCMJ are the only non- 
Los Angeles members of our Associa- 
tion that report a single rate. And 
the) "re both in non-ct)mpetitive com- 
munities." 

Sweeney: "Thank you. Mr. Xewkirk. 
{Please turn to page 60) 
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COMEDIANS MARTIN & LEWIS TRADED BENRUS COMMERCIALS TALENT FEE FOR FREE PLUG OF MOVIE "AT WAR WITH THE ARMY" 



Tuif's ti)|i coiiiiiierciak mi TV 



Toeliiiic|iios raii;>'e from use of live euclorseiiieiitK to 

auiiiiatecl 'Stri|i-teasiiig'"* ei^^'ars. Kiii$>'Bii$>' bears 



PART FOUR 

OF A FOUR-PART SERIES 



isioti is lojioiisihle for 
m Wf one of the most promising 
])artiicrshi]is ever formed in 
the history of salesmanship that of 
the film expert and the ad\orlising 
man. 

Some of the resnlts are already ap- 
parent in enthusiastic^ \ie\\ei ac<-e]it- 
aiice and rising sales curves. So imieli 
so that few national sjjol T\ a(l\er- 
tisers who can afford it fail to ])nl their 
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sales messages on film. Besides having 
the advantage of jiermanenee, a film 
commercial can use every earefnllv 
learned device of movie technicians- - 
for selling iin])act rather than entev- 
taiiiiiicnt alone. 

In this last article of a fonr-])art se- 
ries, si'ONSOK reveals the resnlts of its 
informal survey to discover spot TV's 
outstanding eoimnercials. The selec- 
tions of its ])aiicl are a tribute cquallv 



to the sales savvy of advertising men 
and the movie know-how of film pro- 
ducers. Each is an indispensable half 
of the partnership in producing com- 
mercials which have entertainment aji- 
peal as well as all-im])ortant sale iin- 
])act. 

A randomly-selected panel of agency 
account executives, TX eoj)) writers, 
agency film jiroduceis. TV directors, 
il'lease turn to page 66) 

SPONSOR 




Birds Eye Frosted Foods 



Young & Rubicam 



Series of 15 film coniMiercials were made by Audio Productions, under Young & 
Rubicam supervision, for General Foods. Engaging trio of animatrd irioppels 
are trademark for Birds Eye in 10 markets, also spark billboard, magazine, news- 
paper promotions. Window shade ginnnirk has been changed in a new series 
made by Ted Nenieth Studios, released 1 March. Series also appears as a hitch- 
hike on network TV's The Goldberg's. 'iJetter Buy Birds Eye," is key refrain. 




Ballantine Beer & Ale 



J. Walter Thompson 



J. Walter Thompson's copywriters delve into history and legend for their clever 
jingles around which a dozen animated commercials are built. Yankee Doodle. 
Old King Cole. Robinson Crusoe, Cleopatra, and others romp across TV screen 
between innings at baseball games and at wrestling matches. Ballantine sponsors 
New York Yankee games dajtime and some night games of the Boston 
Braves, and half the Phillies and Athletics games. Car cards use same theme. 




Oldsmobile Cars 



D. P. Brother 



The Jerry Fairbanks organization turned out most of the 26 commercials sched- 
uled on spot TV for Oldsmobile by their agency, D. P. Brother & Co. in Detroit. 
Oldsmobile's ambitious 38-station spot lineup was dropped to a modest 10, after 
their network show with Sam Levenson got rolling. Key ingredients in the 
Olds 50-second spot commercials are the famous "Merrie Oldsmobile" tune and 
rocket gimmick. With dropping of Levenson, spot TV may get l)ig use again. 




Muriel Cigars 



Lennen & Mitchell 



Agency Lennen & Mitchell and film studio Shamus Culhane collaborated on a 
pair of animated commercials for this P. Lorillard Co. product. Expensive (the 
first cost over $5,000), they were made by photographing photostats in the first 
film, still pictures in the second. Over 800 photostats had to be cut up and 
matched for the first. 1,800 for the second. Ray VirDen, Lennen & Mitchell 
president, supplied the strip-tease idea. Clever lyrics help complete effect. 



Tender Leaf Tea 



Compton 



Entertaining polar bears do a tasteful, yet strong-selling job for Tender Leaf Tea. 
Shamus Culhane Studios made film for Compton Ad\eitising for onl\ $1,()()0. 
A 20-second commercial, it"s especially designed to promote iced tea. \otabIe 
for the leisurely pace of its dialogue, the film manages to get in all its sales 
points. Appetite-appeal ending shows iced tea glass and Tender Leaf package 
surrounded by icicles. Humor is heightened {right) by trav-bcaring fish. 





"Our AP newscasts sold out consistently." 

Over the past few years we've repeatedly expanded our 
newscast schedule to make room for advertisers who 
would sign for nothing but newscasts. We feel that every 
station can use AP news to make its cash register jingle. 
Our AP service has always been a gold mine!" 

FRANK C. MclNTYRE, General Manager 
KLIX, Twin Falls, Idaho 




"Sponsors depend on AP newscasts 

to keep their sales volume up." 

"Changes seem to be coming a mile a minute these days, 
but there's one thing we here at WRAK have learned to 
count on. There is no question of any change in the sales 
picture as far as AP news is concerned. For sure-fire sales 
and constant audience retention, you have to hand it 
to AP news!" 

GEORGE E. JOY, General Manager 
WRAK, Williamsport, Pa. 





undreds of the country's finest stations announce wift pride .. . "THIS S Ti TIOH IS M MEMBER Of 
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Associated Press ... constantly on the job with 

• a news report of 1,000,000 words every 24 
hours! 



• leased news wires of 350,000 miles in U.S. 
alone! 

• exclusive state-by-state news circuits! 

• 100 news bureaus in the U.S.! 

• offices throughout the world! 

• staff of 7200 augmented by member stations 
and newspapers ... more than 100,000 men 
and women contributing daily! 



Yes! AP news means "pay-off-prospecting" 
for Broadcasters . . . Sponsors . . . Adver- 
tising Agencies. The largest service of its 
kind, AP builds peak listenership for you 
through dependable, speedy coverage of 
the news. Faithful audiences rely on AP. . . 
BUY the products linked with its stamp 
of repute. 

Station Managers ... for more case 
histories and information on how you can 
join The Associated Press, WRITE 



RADIO DIVISION 

TNE ASSOCIATED PRESS 

50 Rockefeller Plaza, New York 20, N.Y. 



ASSOCIATED PRESS." | 



%\ OMEIV'§! SHOES 



<P0\<0]{- Rrrtliold (irig-hy. Inc AGENCY: Direct 

CAI'^ri.l- ( \:-K )l]>T()R'i : 77a- ' oh Reed Show, ap- 
proximate cost ^IGO. marked lliis uiiolesale jlonst s first 
Tl letttiire. 7 he result ua.'i their I < s/ business in one 
and one half ^eais oj pachasiini:. ajx rations. On St. I al- 
entine's Da\ . the firm packed a id sold 2.000 ho.xes oj 
roses and carnations. And. the s )onsor adds, thanks to 
their I idee musical presenldlion. ihey roiilj have sold 
1.1)00 boxes ij the siipph oi llouers uere available. 

\\\BK. Cleveland :'.U)(,RAM: The Bob \{ee(\ Show 




'SPONSOR: Ansonia DeLuxe Shops, Inc. AGENCY: Lane 

CAPSULE CASE HISTORY: These Xew York shoe shops 
offered a pair of bedroom slippers in exchange for a sales 
slip from one of their stores. The offer tias made twice 
on the Jack Eigen Show, Ansonia s \5-minute gossip, 
guest, and d.j. program. The show, costing about S800, 
brought in 793 individual requests. 157 of them in a 
single day. The returns represented retail sales of ap- 
proximately 810,000. or about S12 for each sale. 



\^'ARD. New York 



PROGRAM; Jack Eigen Show 



riGARETTES 



SPONSOR: Taylor Dnig Stores AGENCY: Direct 

CAPSULE CASE HISTORY: As a test, Taylor Drug 
Stores made a premium offer twice on their Pee Wee 
King Show. The offer: a "Willie and Millie" Kool pen- 
guin salt and pepper shaker for 25<i and two Kool wrap- 
pers. The two mentions on the Thursday night half-hour 
show ($1<S0) brought 2.533 requests. The sponsor and 
Brown & IFilliamson were delighted. The casual offer 
pulled 5.066 wrappers from viewers and $633.25. 

WAVE-TV, Louisville PROCRA.Xl: Pe. Wee King Show 



ILKAXIXIi SKItVIti: 



Sl^ONSOR: Radio Offer Co. AGENCY: lluber Hoge 

CAl'SUl.K C\SE Ill'^TOR^ : The Jay Turner Company 
started selling hunnoniras on the Sunday edition of 
Junior Kroli<s. Live announcements for a SI .00 plastic 
harmonica complete with an instruction book were alter- 
nated on the F'lolics and the WATV Afternoon Western 
Feature. Within four weeks, after an expenditure of 
SI.60O. the Jar Turner Company received 9.!>00 orders 
for a. sales gross of $9,800. 



W \T\, Newark 



I'ROGKA.M: Junior Frolics; 
Afternoon Western Feature 



SPONSOR: Arrow Cleaners, Inc. AGENCY: Direct 

CAPSULE CASE HISTORY: This advertiser, offering a 
dry cleaning service, advertises only on TV, using WTVJ 
in Miami, The president of the concern says: "Our fond- 
est hope upon entering TV was to fill our plant to near 
capacity within a year." Using participations On an af- 
ternoon and evening show, Arrow has filled their plant 
to overflowing capacity in less than four months at a 
cost of slightly over $100 iveekly. 



WT\ J. Miami 



PKOGRA.M: Alec Gibson Show; 

Shopper's Guide 



iHni:ii MUM FiioiirtT 



SPONSOR: JarrclPs AC-ENCY: Direct 

C\l"^l 1.1; C\'^E HISTORY ; liefore Tl , the sponsor's 
non-fattening dry milk product enjoyed good distribution 
and a healthy volume of business in \orth Georgia. Voiv. 
.Ifirrell's jiarticijuites. Monday to Iriday. on a coiddng 
shore ii ith their product used in the preparation of va- 
rious ri'cipes. 11 ithin the past month, on an npj>ro\imate 
S.'^d f)er j)(irtici}>alinn. sales have been niulliplied 10 times 
rn er jne-Tl volume. 

M ( l'H()(,K Marlhii l.anning's 

( omi- I nio the Kitchen 



SPONSOR: Cadillac Tank Plant AGENCY: Direct 

C.VPSULE CVSE IIK'^TORY: Cleveland Cadillac Tank 
Plant sponsors a news and help-wanted program three 
times weekly al $\V>0 per show. Cadillac felt the show 
would serve as an important adjunct to their plant s ex- 
]>ansion jirograin. The first evening^s shoic resulted m 
68 calls jrom job candidates within a halj hour ajter the 
telecast, and succeeding programs have had similar re- 
sults. Due to the program's success in attracting the kind 
oj personnel needed, several firms now have similar shows. 

WALL. Cleveland PR0(;R\M: Bob Rowley with the News 





WGAL-TV 

Channel 4 

LANCASTER, PENNA 




WGAL-TV is the only television station located in this 
thriving market. Its coverage area includes the following 
counties: Lancaster, York, Lebanon, Dauphin (Harrisburg), 
Berks (Reading), Cumbsrland and adjacent areas. 

WGAL-TV, for sales results, is getting better all the time. 

HERE'S PROOF 

In January, Bulova Watch Co. offered a Jeweler's Polishing 
Cloth on its WGAL-TV "Weatherman" program. After 
only four announcements, over 2,000 requests were 
received! Cost per inquiry — $.09 One of the reasons 
why result-minded sponsors choose WGAL-TV 

The WGAL-TV coverage area is becoming more productive 
all the time. 

HERE'S PROOF 

Retail Sales Receipts increased an average of 198%, 
1948 compared with 1940. 

Population increased an average of 12%, 1950 compared 

with 1940. (U. s. Census figures) 

Show your product, tell your sales story in a BUYING MARKET. 
Let WGAL-TV put climb in your sales curve. 

Represented by 



A Steinman Station 

NBC 

TV-Affiliate 



Clair R. McCollough, Pres. 



ROBERT MEEKER ASSOCIATES . Ch 



icago 



san rrancisco 



New York 



Los Angeles 
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J*^ hi/ 



THE BIGGEST NEWS OF ALL IS THIS: THESAURUS if^ your key to time 
rliartres plus talent fees! Yoii will profit from this library service iimovation, 
lu'uly devdo|)e(l l)y tlie "new era" in THESAURUS. 

SELL TO SPONSORS with 

. . . ^()UI{ l)ig-name show 

. . . VOUI{ hard-liit linij, sponsor-selling broclinre 

. . . ^OUI{ complete amiiencohnilding promotion kit 

. . . YOUI{ convincing sales-clincliing audition disc 

SELL FOR SPONSORS 

. , . YOUR SPONSOR gets }>roduct idenliheation at beginning and end of every 
program: voice tracks open and close eacli show and introduce featured artists, 

. , . ^ OUR sponsor's three fwll-lenglli commercials are more effecti\ e because 
featured artists introduce the hxjal announcer on each broadcast, 

. . . ^OUli sponsor's sboNN and jinxhicl are [)rouu)led willi ])re-l)roadcast and 
"ou-the-air" station breaks 1)V llie stars of 'I'lili lIoLK OF Chak.m. 




HVDII) COHl'OKVTION OF AMKUICA m A I icTull IIIVISION 

630 fifth Avenue, \eu York 20, iN. \. Jt'dson 2-5011 
Cliie.'if'o 1 lollv 'VllaiUa Dallas 



3 time charges 



plus talent fees 




L 



PHII SPITAiNY'S 

All-Girl Orchestra and Choir 
fecituring S^e^^ and her magic violin 



A time-tested half-hour prestige show! 

That's right . . . one of America's top-notch 
radio shows is now available for iinmediate 
sponsorship. Another big-name feature of 
the audience-building, money-making "new 
era" in THESAURUS. The Hour of 
Charm is an all-time nuisical favorite, be- 
cause its brand of entertainment appeals to 
every member of the family. You and your 
sponsors can each cash in on this sales- 
producing program today ! 



Among the many sales-producing, 
money-making "New Era" THESAURUS shows: 

The Wayne King Serenade 
Music By Roth 
Fran Warren Sings ~- 
The Tex Beneke Sh(>w 
The Singing Americans 
Here's June Christv 




IVIicfl iiiflifc>»ice.v cfi*€> cveiitlnfi the tendency to buy 
vitdlo reyularly? 



Advertising director 
A. B. Rosenfield The Welch Grape Juice Company 
New York 




Mr. Venard 



The 

picked panel 

answers 

Mr. Kosenfieltl 

The treiul to buy- 
ing radio by re- 
gional spot is 
radio's reflection 
of the trend to 
local and region- 
al merchandising 
hv the manufac- 
turers or packag- 
ers. In times of 
stress, the seller 
of goods, a n d 
therefore, the advertising department, 
must look to the profitable regions for 
a concentration of selling efforts. 

Spot and regional network, which is 
concentration of eflfort, helps solve the 
problem. Large national advertisers 
for years have built their sales organi- 
zations regionally. Today these region- 
al and district sales managers report 
to the home oHice what radio they 
want- -and when they are producers, 
the national office sees that the request 
i=; granted. America tias grown too big 
for push button operation — witness 
the increasing number of regional of- 
fires in all national corporations. These 
regional sales managers, with local be- 
liefs and local roots, exert great au- 
thority, and inlbicnc(? on ncKertising 
selections. If they arc pleased, they 
j)ass th(; enthusiasm on to the men in 
their regional jui isdiction. 

riius llic top le\el of the client s 
home oHicc" has ])ccomc "regional" and 
"]o< ar' conscious. Ilie intensified at- 
tention by l]u\ client to regions and 
<ertain markets directs the advertising 
that wav. 



National networks themselves stress 
regions — such as the \\ est Coast, J)on 
Lee. or the Yankee network, or the 
Texas Lone Star chain, or New Eng- 
land regional network, merely compete 
with sections ol larger groups. How- 
e\ er, because in many instances the 
regional network combines afliliates of 
ALL the major networks they have dis- 
tinct advantages. 

Uegional and spot radio users have 
localized merchandising support in 
every market used. Sixteen stations 
will deliver sixteen local merchandising 
strengths. X nalional program cannot 
deliver this important local prop — and 
lacks local authority. 

Few national advertisers market all 
their products in all sections. Regional 
spot enables them to support one brand 
in one area, others in other territory — 
with no weakness in any sections. 

National networks, in selling against 
each other, frequently point out that 
there are weak spots in the competitive 
network coverage. Regional and spot 
placements correct these weaknesses. 

National advertisers also pay in- 
creasing attention to regional and spot 
placements because of the dominance 
of local brands built that way. Re- 
gional sales managers keenly feel this 
competition — and demand sales tools 
equally as convincing. Anyone who 
has heard a stoical food chain store 
bu)er ask a general magazine mer- 
chandising man, "Rut how many sub- 
scribers do you have in MY town?'' 
knows this. The local merchandise out- 
lets know that local radio sells. 

All consnmer selling is loc<il in the 
final analysis, and AM radio is the low- 
est cost regional or local mediiiin. A 
1.5-ininute daytime program on 16 oi 
more; outlets costs much less than a 
500-line display advertisement in 16 



newspapers. 

Many other factors stress regional 
spot radio buys. Not the least of these 
is the growth of TV, with its concen- 
tration in relatively few markets and 
sections. Radio is used to supplement 
TV in the great non-TV areas. This is 
particularly true of advertisers who 
leave print for the first time. 

To summarize, the buying of spot 
radio regionall) follows a trend of to- 
day's competitive merchandising struc- 
ture: spot radio enables any advertis- 
ei to meet special problems in special 
areas; and where other media either 
cannot reach the consumer, or do 
reach the consumer but at higher cost, 
provides local "sell" profitably. 

Lloyd Gijorge Venard 
Fice President 
The 0. L. Taylor Company 
Neiv York 



There can be two 
explanations for 
this. One, com- 
panies with na- 
tional ilistribu- 
tion are using 
radio to fill in 
where they can- 
not buy televi- 
sion coverage for 
their products. 
With TV cover- 
ing only 63 markets with 107 stations 
there are big gaps in air coverage that 
must be filled by other media includ- 
ing radio. 

Ihe second possibility, in my opin- 
ion, may be thai radio timebuyers are 
beginning to feel TV has cut into radio 
time values so heavily that readjust- 
ments in radio time rates are called 
for. This regional buying may be test- 




Mr. Case 
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SPONSOR 




Mr. DePIerro 



ing to ascertain whether or not radio , 
is still pulling in areas covered by 'IV. . 
The new study by the Association of 
National Advertisers purporting to 
show^ that television has cut evenhig 
radio time values up to GO'/r in some 
cities would tend to confirm this latter 
view. 

WiNSLOw H. Case 
Senior Vice President 
CampbeU-Eivald Company 
New York 

y\dvertiscrs now 
with five j)ost- 
war years behind 
them have had 
ample opportu- 
nity to carefull) 
analyze their 
distribution mid 
sales. ]\Ian\ prod- 
ucts ^vhich scom- 
ingly appear to 
enjoy complete- 
ly national distribution, often pos- 
sess individual distribution and sales 
patterns. These distribution and sales 
problems, together with varying con- 
ditions existing between markets, 
strong local competition often evi- 
dent in one region but lacking in 
another, sometimes make it difficult 
to prescribe a national radio forinula 
which can meet all the varying market 
situations in all regions successfully. 
Radio advertisers have also found that 
listener program preferences vary re- 
gionally. 

The progress of television, with its 
prime emphasis on major markets, is 
also, in my estimation, causing adver- 
tisers to take a new viewpoint on net- 
work radio. With 55.2% of the homes 
in New York; 50.3'/r in Chicago; 
54.3% in Los Angeles; 46.2^o in De- 
troit; 58.7% in Philadelphia, etc., pos- 
sessing TV sets, and with evening ra- 
dio listenership in TV homes reported 
to be dropping as much as 55%, it is 
understandable why advertisers are 
prompted to take a fresh look at na- 
tional network radio. 

The present TV station pattern, with 
its strong concentration along the At- 
lantic seaboard and F'ast North Cen- 
tral states, and its limited coverage in 
some primary and secondary markets 
of the East South Central. West North 
Central, West South Central, and 
Mountain states can also prompt a TV 
advertiser and his agency to seek re- 
gional radio assistance today. 

{Please I urn to page 73) 
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SPONSORS GET 

PROMOTION p^^/S" 

ON 

WDSU 



r 



* Announcements Scheduled 
On A Regular Basis To 
Promote Your Program 




During every broadcast day, WDSU schedules promo- 
tion announcements to increase the audience of its 
sponsored programs. Many spots fall within the hours 
when WDSU's listening audience is greatest. Another 
powerful Promotion "Plus" for our sponsors! 



NO OTHER NEW ORLEANS STATION OFFERS 
SO MUCH PROMOTION "PLUS" TO SPONSORS! 



• Write, Wire 
or Phone Your 
JOHN BLAIR Man! 
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Martin Beck of the NY Katz 
office proudly points to the 
newest Hooper that again gives 
WGBS undisputed leadership 
in the Miami market, day and 
night. "And WGBS has gained 
more audience than any other 
major station," says Martin. 



Fn)))i the dnk ^3 
of MARTIN BECK: 
Don Butler, WGBS morning man, 
holds the all-time record as top 
personality in Miami, radio. I've 
heard him and he can sell any- 
thing. Don's popularity is another 
reason why WGBS leads all the 
rest. Start him selling your 
product, too. 




KEFOUT TO SPOiXSOKS for 23 April ISSl 

(Coir inued from page 2) 

postpone mushrooming of hundreds of stations, 
but w;,.ll still make it possible for several dozen 
stations to take to air within year following 
FCC decision. 

UNION BIC LOSER IN FM DEBACLE — International 
Ladies Garment Workers Union's entry into radio 
is about to suffer another severe jolt with 
closing of KFMV, Hollywood. WVUN, Chattanooga, 
folded last month, leaving only WFDR, New York, 
to carry on. Total losses are said to add up to 
$1,000,000. 

MOVIES WILL UP RADIO /TV ADVERTISINC — Despite 
FCC's recent slap at Hollywood moguls (urging 
them to give TV their films and stars, or else) 
major movie makers are turning the other cheek, 
in effect. You can expect increases in radio/TV 
advertising by Hollywood this year. RKO, MGM, 
United Artists are among firms which will hpyo 
TV advertising before 1951 is over. (See story 
page 34. ) FCC Chairman Wayne Coy made an about- 
face apology recently when he told Theatre Own- 
ers of America FCC would not discriminate against 
Hollywoodites applying for TV stations. 

THAT DEPT. ST ORE TREND TO RADIO — J . L. Hudson 
Co. , leading Detroit department store, added 
second program on WWJ, Detroit, last week, only 
short time after NRDGA's Howard Abrahams stressed 
value of radio for retail selling in two widely 
quoted speeches. But Hudson's is no Johnny- 
come-lately to radio. Firm has sponsored "Min- 
ute Parade," 6-day musical clock, for 18 years. 
It is oldest department store show in radio, 
WWJ staff believes. 

AD COUNCIL EFFORTS HITTING WWII PACE— V^ith 
rising tempo of mobilization have come quick 
succession of requests for help from Advertising 
Council. Breaking currently via sponsored pro- 
grams and network announcements is campaign to 
alert citizens on how to meet dangers of atomic 
attack. Council, under chairmanship of Fairfax 
M. Cone, chairman of board of Foote, Cone & 
Belding, is preparing other campaigns to fight 
inflation; recruit nurses ; build huge blood bank 
for nation; stimulate first aid programs. 



MIAMI FLORIDA 
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Hooper 
Share 



WHIM 
Over at 24.0 
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February-March 1951 
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WHIM 



NATIONAL REPRESENTATIVE 



HEADLEY-REED COMPANY 



'Tm\ 

CBS STAl 




AMARILLO, TEX. 

940 KC 

1,000 WATTS 



When you're making out that sched- 
ule for the Southwest don't over- 
look this sales-winning pair of 
CBS stations. For availabilities and 
rates, write, phone or wire our 
representatives. 

National Repreientatlvet 

JOHN BLAIR & CO. 




This SPONSOR dep'i ^ment feafures capsuled reporfs of 
broadcast advertising significance culled from all seg- 
ments of fhe Industry. Contribufions are welcomed. 



WushlnfiUm Stutc rttditmiett spttr airhty of legal notices 



A now signed into law reoentl) 
by Washiiigton'* Covenior Ailhur B. 
Laiiglie pi()\es liow well aware goverii- 
iiieiit oilicials are ol radio's efTective- 

Sponsored by tbe W'asblngtoii State 
\ssorIali(»n of Broadcasters, tbe law 
permits local and stale officials to use 
radio to bring legal notices before the 
attention of tbe public. Previously, 




KGY's Olsen (r) sees Gov. Langlle sign bill 

only publi<ation of such notices in 
newspapers and magazines was per- 
mitted. However, the measure contains 



a restriction that no official may men- 
tion his name on such announcements 
when he is a candidate for public of- 
fice. Announcements may be made 
only by ""duly employed personnel of 
the station from which such broadcast 
emanates." 

The bill also provides that announce- 
ments need onl} contain the time, 
place, and nature of the notice, elimi- 
nating tbe necessity for reading the 
entire legal notice. And. under terms 
of tbe measure, announcements will be 
retained in station files for a period 
of six months so that interested parties 
may see both the announcement and 
the full legal notice. 

Spearheading tbe Washington State 
Association of Broadcasters legis]ati\e 
effort to introduce this legislation were 
Tom Olsen. owner-manager of KGY. 
Olympia; Fred F. Chitty. KVAN, Van- 
couver; Roger Jones, KVOS, Belling- 
ham; EIroy McCaw, KELA, Centralia; 
H. J. Quilliam, KTBI, Tacoma; and 
Bruce Bart ley, KBRO, Bremerton. *** 



Ailveriisevs .vpoii.vor Ittdiutta bttslicthttll on 48 stations 



Indiaiui is a hotbed of ba.sketl)all 
enthusiasm. Knowing this, some .57 
advertisers participated recently to 
bring the finals of the Indiana High 
School Basked)all Tournament to thou- 
sands of Hoosiers. With only 15.000 
seats available. Indiana hoop fans de- 
pend upon radio to give them tbe play- 
by-play makhig the games an ideal 
sales vehicle tor advertisers. 

A total of 32 stations originated the 
broadcast from Butler Fieldhonse. In- 
dianapolis, with an additional 16 feed 
.stations. \^'^ayne Coy. FCC chairman, 
who witnessed pre|>aration for the ra- 
dio coverage, remarked that "to his 
knowledge it was the largest and most 
complete saturation by radio of any 
e\<>nt of ils kind. I know of no other 
slate that has a single event which is 
covered b\ an\where near 32 stations 



originating to say nothing of a cover- 
age like 48 stations in tbe state." 

The 32 originating stations (in In- 
diana unless otherwise specified) were 
WCBC and WIIBU (Anderson); 
WBIW (Bedford) ; WTOM and WTTS 
(Bloomington) ; WCSl (Columbus) ; 
WTKC (Elkhart); WEOA. WGBF, 
and WJFS (Evansville) : WKJG and 
WO WO (Ft. Wayne); WWCA (Ga- 
ry); WIND (Chicago, 111.); WJOB 
Hammond) ; WTBM. WXLW, WIBC, 
WIRE and WISH (Indianapolis); 
WIOU (Kokomo) ; \^^VSK and WBAA 
(Lafavette) ; WSAL (Logansport ) ; 
WLBC (Muncie); WKBV (Rich- 
mond); WIIOT and WSBT fSouth 
Bend); WBOW and WTllI 
Haute); W GUC (Louisville, 
and WCTW (New Castle). 



(Terre 
Kv.) ; 
* * ★ 
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KWJJ intervieiV'd.j. show 
uses sponsor^s equipment 

Every other Friday afternoon crowds 
jam up ill front of and inside a Port- 
land, Ore., phonograph and record 
store to watch a remote broadcast. The 
program, with its d.j. -interview format, 
is not unusual but it does have a novel 
selling idea. Sponsored by Webster- 
Chicago Corporation, phonograph and 
recorder equipment firm, by their 
Portland distributor, and by local deal- 




In-store shows help sell for Webster-Chicago 

ers, the show features Webster-Chicago 
equipment in actual use on the air. 

Before each three-and-a-half hour 
show banners and large signs in the 
store window plus advance advertising 
and sandwich board promotion attract 
the audience. 

The remote, staffed and transmitted 
by KWJJ. 10,0()()-watt Portland inde- 
pendent, features d.j. Frank Cooley. 
Format includes interviews with spec- 
tators and store personnel. While Coo- 
ley plays his re<;ords on Webster-Chi- 
cago equipment, he casually points out 
the merits of the sponsor s equipment. 
Singing commercials add to sales pitch. 

Despite the success of the show, 
W^ebster-Chicago and United Radio 
Supply, the Portland distributor, are 
reluctant to air the show more than 
once every two weeks. United sales 
manager Pat Reid says: "The efTec- 
tiveness of the show is based on its 
curiosity value which a weekly presen- 
tation would kill." 

Dealers who have already partici- 
pated are eager to participate again, 
but the waiting list is long. -k -k -k 

iusurance uiiiiouiiceiiients 
on WPTR are too sueeessful! 

Roland Van Loan is an agent for the 
Federal Life and Casualty Company 
of Troy, N. Y., who decided to put 
some money out of his own pocket in- 
to broadcast advertising. 



In an effort to secure insurance 
leads, Van Loan bought two announce- 
ments daily on the Dave Denney Bar 
None Corral over WPTR, Albany. And 
the 1 ():()() a.m. to 12 noon show has 
brought quick results. 

In the past two months, Van Loan 
has averaged 35 leads daily and he 
currently has more business than he 
can handle. Van Loan now uses his 
air time to advertise for the job appli- 
cants who can help him handle his in- 
creased business volume. * * * 



Brieflii . . . 

The lOO.OOOlh member of Kathi Nor- 
ris' viewing audieiice (W?vnT's Kalhi 
A'orr/.s Slioir) recently placed an order 
for a non-sponsored product through 
Miss Norris. This jiublic servi<e fea- 




NBC's Gaines, Kathi Norris, N.Y. mayor's wife 

ture of the program is conducted at the 
TV^ star's expense. James AL Gaines, 
NBC vp. and Mrs. Vincent Impelliteri 
are shown consfratulatins; Kathi. 



WLAW, Lawrence, Mass., will be 
represented by Weed & Company ef- 
fective 1 May. And, this 50,000 watt 
ABC afllliate will also serve as that 
network's outlet in Boston effective l.T 
June replacing WCOP in Boston which 
will become an independent station. 



Effective NEW WAY to buy 
Daytime Radio Coverage: 

WASHINGTON, D. C. 

METROPOLITAN 

NETWORK 





WLAW's Pres. Rogers signs as Weed looks on 



For tlie first tiiiu' in tiie history 
of ra(li(» iHlvortisinjj;, five stations 
within one market ofTer their eoni- 
hined au(hence — the second larg- 
est in IMetropoiilan Washni«>;lon — 
as a unit hny . . . 

At Lowest Cost Per Listener'' 

Met Net Advantages: 

1. Complete daylinie coverage of central 
and suburban areas. 

2. Second highest average daytime audience 
in Metropolitan Washington. 

'i. Simplified buying — 5-station coverage 
with one onler, one transcription, one in- 
voice. 

4. Spots may be bought for the same time 
on each station, or staggered. 

5. Low rates; Va-min. or time sisnals, 
$18.24; I-min., S22.80; 5-min. S36.48^ (26- 
time). Complete card on request. 

WARL * 

780 KC, 1000 W. 

WBCC * ^^^^^^<^^- ^<^- 
1 120 KC, 250 W. 

WFAX ^^'"<'^- 

1220 KC, 250 W. 

W6AY Spring, Md. 

1050 KC, 1000 W. 
y^PIK Alexandria, Va. 

730 KC. 1000 W. 

*For proof, or complete delaiis, write or phone 
Jack Koste, Indie SaUs, Inc., natio^ial reps, 
GO E. 42nd St., M'0-~il I'rrau lliil 2-4S13: or 
J. Douglas Freeman, Commercial Manager, Mun- 
sey Bldg., 1329 E St. .X.\V„ Washington, D.O. 
— STerling 1772. 
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RADIO PLUGS MOVIES 

Continued jroin page 35 I 

\lbee and Orpheuin \audc\ille hou<e 
•inpiie. The re>uhant blend — with 
RC "talking pictijre technique 
tl:ro\sJi in — was named Radio Keith 
Oi -/heuni Corporation. 

o celebrate this iiioniontous liaison, 
ol motion picture- and radio. RKO 
initialed the Tom Kennedy Show, a 
half-hour program on \BC. Oldtim- 
ers at RKO still recall the show's theme 
^ong. which may well have been one 
of the first singing commercials: Ken- 



ned\ used to et the radio audience 

cheerily : 

IleUo! Hello, he RKO! 
Is greeting yc this morning 
To let the III world know 
From Maine :o alijornia and up to 
Montreal 

Down to dear l\'ew Orleans . . . 

H ell hear this ^gaii call — 

Hello! Hello! 7 hi RKO! 

Although this experimental radio 
thow promoted RKO's early talking 
j'ictures, like Street Girl (starring Bet- 
tv Compton). Rio Rita, and others, 
its chief function was to ser\e as an 



institutional advertisement of the name 
RKO. The program was soon dropped 
and it was only in 1940 that RKO be- 
gan using radio extensively once more. 
In that year, says S. Barret McCor- 
mick, RKO's national advertising di- 
rector, who has been with the corn- 
pan) 19 years, "we recognized radio 
as a widely penetrating ballyhoo me- 
dium." 

The occasion for this 1940 radio 
renaissance was the exploitation of 
RKO's film. Hitler's Children. The 
movie was based on the book, "Educa- 
tion for Death, ' by Gregor Zeimer, 
who was a news commentator on 
WLW, Cincinnati. So, naturally, RKO 
premiered the film in Cincinnati and 
more than 30 cities in the WLW listen- 
ing area. They bought day-and-night 
announcements on WLW. with Zeimer 
himself delivering the sales messages. 
The results, according to McCormick. 
were so terrifically successful," that 
RKO used the same formula through- 
out the country. A saturation radio 
j commercial campaign was employed 
! over the Yankee Netw ork in New Eng- 
land, over a regional network in Texas, 
the Don Lee Pacific Coast Network and 
ether nets and powerful stations. Al- 
! together, the radio campaign lasted 
three months, and the film did record 
business at the box offices. 

Just as Hitler s Children was a docu- 
mentary against Naziism, so RKO's 
Behind The Rising Sun was a docu- 
mentary against Japanese tyranny. 
Consequently, RKO used the same 
broadcast ballyhoo technique to pro- 
mote it. James Young, the Tokyo cor- 
respondent who had written the origi- 
nal book, conducted a 15-week tour, 
and both he and the film were extolled 
on radio over the various regional net- 
works. 

Since then, RKO has used spot ra- 
dio consistently, and. as McCormick 
says, "other film companies also took 
up area promotion over radio follow- 
ing our success." Radio, he says, 
helped bolster the box-office sales of 
such RKO films as Mighty Joe Young, 
the gorilla picture, and Snow WJiite, 
which RKO distributed for Walt Dis- 
ney. 

In 1946, as an experiment, reminis- 
I cent of its Tom Kennedy Show, RKO 
I sjionsored a 15-minute. five-day-a-week 
daytime program. Hollywood Star 
Time, on ABC. The show originated 
from RKO's commissary in Holly- 
wood, complete with an orchestra, m.c. 
and singers, and the stars were inter- 



It's 

"TELE WAYS" 

f<»i* 

SUCCESSFUL 
Traniseribed 
Show§i 

Transcribed and ready to broadcast: 

RIDERS OF THE PURPLE SAGE 
156 15-minute top western musical programs 
THE FRANK PARKER SHOW 
132 delightful 15-minute musical programs with the Modern- 
aires, Bea Wain, Kay Lorraine, Dolores Gray, and Andre 
Baruch as M .C. 

TOM, DICK &C HARRY 
156 15-minute programs of music and chatter 
MOON DREAMS 
158 15-minute romantic musical programs 
CHUCKWAGON JAMBOREE 
131 15-minute programs of good western music 
STRANGE WILLS 
26 half-hour dramatic programs 

DANGER, DOCTOR DANFIELD 
26 half-hour exciting mysteries 

BARNYARD JAMBOREE 
52 half-hours of good hill-billy music 
STRANGE ADVENTURE 
260 5-minute stories of interesting adventure 

OR 

€iisf<»iii-biiilt TraiiscriliiMl ISIiows, 
S|)»l AHiioiiiieciiiciils and Siii^'iii^ Jingles 

For Free Auditions and Prices Write 

TELEWAYS 

8949 Sunset Boulevard, Hollywood 46, Calif. 
CRestview 67238 • BRadshaw 21447 
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leads by 35%* 

over Houston's 
second station 




FIRST in Mornings 
FIRST in Afternoons 
FIRST in Evenings 



* In Total Rated Periods 
Hooper Radio Index 
January-February, 1951 
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HOUSTON 



A-2-51 



950 KILOCYCLES • 5000 WATTS 
NBC and TQN on the Gulf Coast 

JACK HARRIS, General Manager 
Represented Nationally by 
EDWARD RETRY & CO. 
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23 years of service and smart programming have made and 
kept WMMN in number 1 position in the rich north-cen- 
tral West Virginia area. 

WMMN is the only station programmed and powered to 
serve both day and night the 18 counties that comprise a healthy 
portion of the state of West Virginia. 



a power 
packed 

producer 
of sales 




5000 watts Represented by KATZ 



CBS 



A FORT INDUSTRY STATION 

Mailing Address, Fairmont, W. Va. 



WL\S and WMGM. 

3. Time availability — since an RKO 
premiere is heralded in a city by con- 
tinuous announcements seven days be- 
fore the opening, he nuist work well 
in advance to get the time availabilities 
demanded. "Actually," Holt says, 
"we're ^eDing a perishable product. 
True, the second-and-tliird-run houses 
get advantage of the pre-premiere ra- 
dio ad\ertising. But the first-run ex- 
hibitor, who usually pays his 
costs, wants to draw the crowds dur- 
ing thai important first or second 
week.' 

How RKO's timebuying formula op- 
erates is reflected in this listing of sta- 
tions used during a three-day period 
last January for the premiere of Ven- 
detta in four dilferent regions: 

In Denver, Colo., five announce- 
ments, KFEL; three, KLZ; nine, 
KMYR; three, KOA; nine, KTL.N; six, 
KVOD: in New Haven, Conn., seven 
on WAVZ: six. WELI; 18. WxNHC; in 
Washington. D. C. four on WMAL; 
10. WOL: five. WRC: five. WTOP; 
nine, WWDC: and in Houston, Texas, 
five on KATL; five. KLEE: three, 
K[>KC: five. KTHT; four, KXZY. 

Occasionally, RKO 'llieatres will use 
an elongated schedule, as in the case 
of its current 13- week broadcast sched- 
ule over \V:\BC and WTCBT. New 
York, on behalf of the local RKO thea- 
tre chain. It is using the Skitcli Hen- 
derson Show on WNBC five days a 
week, phis extra radio announcements 
on Saturday; in TV, it participates on 
Date in Manhattan two days a week, 
on the Kate Smith Show five days a 
week, plus additional TV announce- 
ments Saturday and Sunday when Kate 
Smith is not on the air. 

Precisely what radio and TV adver- 
tising accomplishes for RKO in terms 
of box-ofiice results cannot be deter- 
mined. IMcCorniick points out, "since 
we use so many media, we can't tell 
which exactly is responsible for ticket 
sales. The idea is to use as much pro- 
motion as possible, and broadcast ad- 
vertising is used as part of our general 
promotion campaign." 

Like most other movie companies, 
RKO is a})proaching TV warily and 
somewhat unsurcly. "It's a difiicult 
medium for us to use." says McCor- 
mick. "Being movie i)eople, we're not 
sure if we've found the proper formula 
to exploit it best. We're also aware 
that it's quite expensive." 

As of now. RKO's TV one-minute 
commercials are mostly composed of 
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Come 
Summer 



go 

where 
the 

money 
goes 



This summer, check in at 50,000-watt KSL. Discover for yourself 
the four-state summer wonderland KSL puts at your feet. 
There's money everywhere. It's in the billion-dollar 
Intermountain industrial empire that's booming all year long . . , 
in Wasatch National Forest (most-visited in the U. S.), 
the Rockies and all the natural wonders that attract 
Intermountain America's horde of free-spending 
summer vacationists. 

And every year is bigger than the last. 

In 1950, far more visitors than in '49 spent 12% more 
dollars June through August — helped ring up a soaring 
$254,553,000 in retail sales! 

At KSL, you're in for a wonderful time. Because KSL last 
summer registered 4l % more listeners than the second station 
during the day . . . 38% more at night! And because KSL 
this summer will be out for an even greater share of audience 
with an unprecedented promotion campaign. (Tie-in displays, 
billboards, stunts, newspapers and on-the-air ads — the works!) 



Make your reservations now. Call KSL or Radio Sales today! 





KSL 



50,000 WAUS 

CBS IN SALT LAKE CITY 

Represented by Radio Sales 

All sources on request 
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ti aik'i -. St eiip» il right out 

tA tin i)i<)\ it'-, \ijth sli ration umi- 
. il' M'lrig (l<i le HI JvkU - lloltvwood 

Ui>i[ ac]d> >i<;iiifii li I > : "RKO is 

< a I that the i'\ is a eross- 
- i( n of tlie \iiKr |)ublic. Thus, 

1 (. ro>s-sci ti ) i of the American 
\ ie-goin«2 pnl^ii as well. Since TV's 
auJienre is exjni ding. KKO will iii- 

< rt ase its u>e > 1\ l)efore 19S1 is 
out.'" 

The future n-. .vf TV b) UKO as 
A\ell as oth( r hi or companies is sug- 



gested h\ se d current straws in the 
wind. Here . are: 

1. RKO a)Ki is conij)etitors are now 
sending trailer'- > a grouji of 17 third- 
run theatre hou- - in Detroit, who re- 
cently have hail -d together to spon- 
sor UoUyu ood F evues on \A X^'Z- TN . 
70 eoiifonn with "he I'etrillo han on 
televising somidtiack music, the trailer 
soundtracks have heen eliminated, and 
a conniicnfai\ \Nith recorded music is 
used as a suhstitntc A singing com- 
mercial, titled "Let s See a Movie To- 
night." serves as sales message. Har- 
old Sandelman, of \llied Advertising 



Agency. Detroit, who handles the deal, 
expects 10 dujjlicate the experiment 
with movie exhil)itors elsewhere, de- 
pending on how suecessfulK the De- 
troit project draws crowds into thea- 
tres. 

2. RKO. like the other movie com- 
panies, was at first reluctant to allow 
its films to he used on the Phonevision 
experhnent in Chicago. (Zenith Radio, 
operators of the system, charge viewers 
$1 each time they call the phone coin- 
panr to have a Phonevision show fed 
into their set. I By now, though, in its 
13th week, Phonevision has displayed 
such major studio products as Samuel 

I GoldwMi's Pride of the Yankees, Walt 
Disne)'s Bamhi, and MGWs II Hap- 

^ pencd in Brooklyn. The FCC and the 

I film companies are now examining re- 
sults of the system, to see whether the 
technique should be developed on an 

; extended, commercial basis. 

3. On the theory that, "if you can't 
fight 'em. jine 'eni," an increasing 
number of movie tycoons arc trying to 
acquire TV power. Paramount (which 
already owns KTLA in Los An- 
geles and an interest in DuMont Tele- 
vision \etworkj has applied for a TV 
station in San Francisco. The Sehine 
Theatres (which own WPTR in Al- 
bany) has applied also for a TV sta- 
tion in Albany. Poo. the Chicago thea- 
tre-owing firni, Balaban & Katz (own- 
ers of W'BKB, Chicago, and WBIK- 
I'M. Chicago) is reported to be seek- 
ing a]3plieations for TV stations. 

4. On the opposing theory that "you 
got to fight 'em with all the ammuni- 
tion you got," RKO and all the other 
major movie companies have recently 
joined the Council of Motion Picture 
Organizations, Inc., with the idea of 
sweeping audiences out of the home, 
into movie houses. Banding together 
with bowling alleys, hotels, restaurants 
and other businesses, COMPO is try- 
ing to lure citizens downtown with 
such advertising slogans as "Don't 

' Mope in the House — Go to the Movies 
and Enjoy Yourself," and "Come 
DowTitown Tonight — There's Plenty to 
See. Do. and Enjoy." Candy manu- 
facturers (whose products are sold iir 
movie lobbies) are encouraged to plug 
the movies on their radio/TV shows. 
Typical is Xcstle's Chocolate Company, 
Inc., which exhorted kiddies to go to 
the movies on Mr. 1. M agination on 
CBS-T\^ 

What eflect the recent FCC blast at 
Hollywood will have on the movie in- 
dustry s 'I V n(hertisiiig is hard to de- 



soumi^EST ymcrnx's PioHee/i radio station 




Get the entire story from FREE & PETERS 



CBS s 5000 WATTS • 960 KG 

Owned and Operated by Ihe 
^IMES WORLD CORPORATION 



a O 4 N O K E A 

FREE & PETERS. INCi^ National Representatives 



A 
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HELP WANTED 

Busy industrial Cleveland is on the job! A 
new high in employment was reached re- 
cently with 606,500 on Greater Cleveland's 
industrial pay roll. With industry at work, 
more help is needed and WGAR serves by 
recruiting employees. More people at work 
means more dollars put to work buying 
your products and services. When it's help 
wanted . . . personnel or sales-wise ... let 
WGAR do a job for you! 





CIVIC ADVISORY COUNCIL 

WGAR has formed a Civic Advisory Council consisting of 
citizens from the fields of business, labor, government, reli- 
gion and education. This group meets regularly with WGAR 
department heads to exchange views on how WGAR can best 
serve the broadcasting needs of its area. This enables WGAR 
to better support worthy projects with its time and talents. 




ihz SPor-hr SPCfT RADIO 




A WGAR ADVERTISER 

Northern Ohio's largest appli- 
ance dealer. Strong, Carlisle & 
Hammond Co., advertises on 
Northern Ohio's Most Listened To 
Station! General Manager of the 
Philco Division, Mr. Homer G. Frank 
(center), has been with the firm for 
20 years. Mr. Paul W. Buchholz (right) 
is advertising manager. Mr. Samuel 
Abrams (left) is president of Ohio 
Advertising Agency, Inc. 



WGAR Cleveland 
50.000 WAHS . . . CBS 




RADIO . . . AMERICA'S GREATEST ADVERTISING MEDIUM 



AWARD WINNER 

Americans who make out- 
standing contributions to a 
better understanding of free- 
dom by what they write, do 
or say, receive the Annual 
Freedom Foundation's 
awards. Ralph Worden 
(right), an award winner for 
his ''Hometown, Ohio" 
series, interviews Mr. E. T. 
Broderick (left), editor of 
theLakeCountyNews Herald 
of Willoughby, Ohio. 
"Hometown, Ohio" high- 
lights unusual features and 
interesting personalities of 
communities in Northern 
Ohio. It is available for 
sponsorship. 

\ Represented Nationally by 
Edward Petry & Company 
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'jfo > oil do tiijd . . . 

, ^ ?, uaiil lo talk lo peopli' w ith SI»EM) BLE IXCOME: 

c can do that when you talk to them in the Tulsa M rket Area and over 
.00, Oklahoma's Greatest Station which blankets tH - richest Oklahoma 
•f.' ^et plus bonus counties in Kansas, Missouri, and Arkar. ias. 

' > en you count homes with phones you count homes with spendable income. 
'-'ere are official figures: 



Tulsa 

Oklahoma City .. 
Wichita 

Kansas City, Mo.. . 

Little Rock 

Dallas 

Fort Worth . 
Houston 

Shreveport . . - - 66% 

■ -n rtc, for ; ties by Southwestern Bell Telephone Co., Tulsa 
Markets Arc People With Spendable Income . , , In Oklahoma, The No. 1 Market Is Blanketed 
By KVOO With Rich Bonus County Coverage In Kansas, Missouri, And Arkansas. 

Call, wire or write KVOO today, or contact your nearest Edward Retry & 
Company Office for latest KVOO availabilities. 



Per Cent of Families 
Enjoying 
Telephone Service' 
86% 

81% 

. . 74% 
79% 
68% 
79% 
71 %c 
74% 




Mr. George A. Hormel 
Austin, Minn. 

Dear George: 

I hecrd b\ th' grapevine thet 
Ml 'SIC If lTII Tir GIRLS will he 
in Charleston. 
IVest Virginny, 
next miint. W'onl, 
I shore am glad 
ter hear hit, an' 
th' hoys here at 
irCIlS'll do 
ever^thin in their 
power ter make 
th' visit a glad 
one. Incidental- 
ly, George, did- 
ya knoio thet 
wens has 43A 
percent uv tb' 
lissening aiidi- 
e n. ce in tli' 
Charleston area 
even tho' they's 
jtve radio sta- 
tions in town? 
Y e s s i r , o I e 
W'CIIS is defi- 
nitely West I'ir- 
ginnv's Vumier 
()ne Station, an' 

Musi<. irrni rir girls is in th' 

Lest spifl ter do a job jer Uormel! 

Yrs. 
Algy 

W C H S 
Charleston, W. Va. 





"^A 15c Item In 
43 Retail Outlets 

For the complete story 
Contact any 

BRANHAM COMPANY 

• OFFICE • 



on 



' teniiiiie at this stage. The FCC, it will 
1 he recalled, server! iiotire that the eligi- 
bility of a motion picture company for 
a broadcast license will hinge on 
whether the particular studio makes 
available its films, stars, and stories to 
i TV. The immediate effect is that the 
motion picture industry is more fear- 
ful than ever that video is trying to 
swallow it up. Hotly irate and burn- 
ing with anguish, most movie compa- 
nies agree with the New York Times' 
recent editorial that "the FCC evident- 
ly aspires to be the Pooh-Bah of the 
electronic age" and that it doesn't care 
whether "Hollywood goes broke in 
serving as the involuntary sugar daddy 
of television." 

RKO has reason to fret and worrv 
about the encroachment of TV on its 
preserves. The movie company's 1949 
annual statement (the most recent one 
issued) showed a yearly net profit of 
$1,710,000. Yet its picture company 
operations also revealed a loss of SS,- 
2{58,750 in 194P, and a loss of S3.72L- 
415 in 1949. (RKO's movie produc- 
tion and theatre chain distribution are 
separate operations.) Ned E. Depinet. 
RKO's president, reported mournfully 
in June, 19.50: "The continued dedhie 
of bo.x-office receipts and the dollar 
famine abroad, with the resulting mon- 
etary restrictions, had a serious efTect 
upon the earnings of the company." 

Yet McCormick adds: "Still. 60 j)00,- 
000 or more people a week buy tickets 
at some 15.000 movie box-ofhces so we 
are a livelier corpse than a lot of peo- 
ple think." 

At this date, the future of RKO and 
other film companies as mass enter- 
tainment media can certainly not be 
forecast by any crystal ball analyst. 
But one thing remains clear and sure: 
RKO and its other businessmen in cel- 
luloid will use e\'ery device within rea- 
son to woo the time and the dollars of 
what Gilbert Seldes calls "the great 
American audience." * * * 



NATIONAL, LOCAL RATES 

[Continued from page 37) 

Now. Mr. Moore, can yon tell us of 
some of the problems that crop up 
when a station uses local rates? 

Moore: "Here are two examples of 
the dangers of the two-rate method. 
First of all, let's say an auto manufac- 
turer buys time on a San Diego station 
through an agency at the national rate, 
charging a pro-rata cost to the local 
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Salesmaker to the Central South 



Witl, oM, WSM p,.„.» a .„k, , 
paint manufacturer over a three year 
period increased dealership in the Central 
South by 82%. 

RADIO STATIONS EVERYWHERE . . 
BUT ONLY ONE 



i A S H y I L L E 




. . . With a talent staff of 200 top 
name entertainers . . . production 
facilities that originate 17 network 
shows each week ... a loyal audience 
of millions that sets its dial at 650 
— and leaves it there! 



Clear Channel • 50,000 Watts 

Irving Wau^h, Commercial Manager 
Edward Petry & Co., National Repratantativci, 
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Listeners 
ACT' when 
They hear 
Your Sales 



Message 
On 




*A recent test ])iille(l 225 replies 
from only 4 spots. We'd like to 
give you the details. C;dl our 
nat'l rep or write direct for fac ts 
al)out the ric Ir, respou.si\ e KVL(j 
audienc e. 



j dealer. What ''appens? 

"Other stati nis immediately solicit 
the dealer at ! ocal rate. As a result, 
the dealer reti es the original deal, 
j Furthermore, the manufacturer and his 
I agency are 'soJe ofT' radio, and arc 
j tempted to switcii to other media. 

"Or, take the < a5e of a Buyers' Co- 
' operative that iioiight 13 weeks on a 
station at the national rate, heard about 
the local rate and demanded it. When 
it was refused, the Co-op cancelled its 
hroadrasl order.'' 

Sneeney: "Did (he two-rate system 
alToct KCBt/s costs at all?" 

Moore: "Probably contrary to the 
usual trend, our sales costs went do\m 
after we instituted two rates." 

Sweeney: "W hat about the ad agen- 
cy eonimissiou? Do ) on pay it on lo- 
cal accounts?" 
I Moore: "'les, we will pay an agency 
on local business -but only if it earns 
its commission." 

Sneeney: "Thank you. Now. Mr. 
Butcher, how does your station handle 
the conuiiission problem? You are a 
two-rate station, aren't you?" 

Harry C. Butcher, president. KIST. 
Santa Barbara: "Yes. We have two 
rates but don't like it. We pay com- 
mission on local business, if the one 
agency in town actually handles it — in 
which ease, we add 15^/, to the local 
rate. On co-op. at the local rate, we 
do all the writing for Philco. But on 
the Canada Dry account, we have com- 
plete copy service out of the D'Arey 
Agency in New York, although we pay 
them no eonimissiou. . . ." 

Ray Gage, president. Southern Cali- 
fornia Advertising Agency Association, 
and of the Clarence B. Juneau Agen- 
cy: "That's probably regarded by 
D'Arcy as legitimate servicing of a siz- 
able account." 

Butcher: "Yes. Incidentally, KIST 
and KDF> are swiuuning against the 
tide by raising their rates currently. 
My objective is to increase the local 
rate gradually, until it reaches the na- 
tional rate. The difference now is sim- 
ply the 15% agency and 15% sales 
rep counnissions. But the national bus- 
iness is less expensive for us to handle 
j than are our local sales. . . ." 
' Sweeney: "Why is that?" 

Butcher: "Well, in a market of this 
size without advertising agencies, we 
I have to maintain a staff that performs 
the copy-writing and servicing func- 
tions of the agency. In some cases, we 
I even plan campaigns for the advertis- 
I crs. Certainly, we ha\'e to develop 



ideas for them in order to sell our 
time." 

Sweeney: "Thank you, Mr. Butcher. 
Now perhaps Mr. Gage can tell us of 
some of the problems that the two-rate 
system provides to agency timebuvers. 
Mr. Gage?" 

Gage: "First of all, let me say that 
the SCAAA, representing 75 members 
in Southern California, heartily recom- 
mends one rate card. It makes life 
easier on the timebuyer. Hence, he can 
channel more business into broadcast- 
ing because of ease of operation. Time- 
buyers on a two-rate-card system must 
spend more time and trouble in lining 
up a budget that includes one-rate and 
two-rate stations — especially since 
Standard Rate and Data does not list 
double rates." 

Sweeney: "Can you give us an ex- 
ample?" 

Gage: "Certainly. Take the ease of 
one certain large national retail chain. 
In their Southeni Division, they take 
one rate in Los Angeles County. But 
they take the local rate in San Diego. 

"One rate card pays of? for the sta- 
tions, because then, the agency does 
the creative and mechanical work 
which otherwise would require a larger 
station staflf. In the Los Angeles area 
— because of its great growth and the 
large area served — a typical newspaper 
which has one or two rates needs 26 
salesmen to service all their retail ac- 
counts. But they require only four in 
their national department, because 
their national department men are con- 
tacting agencies. 

"In a city that has two stations — one 
with one rale and the other with a two- 
rate-eard structure^ — ad agencies, all 
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SPONSOR 



The Federal Communications Commission 
Has Announced Plans for 



UI07 HEW IV SMONS 

-TXe Majority in the new 
Ultra-High Frequency Channels 



Zenith -and Zenitlf alone guarantees that every TV 
Set it has ever built and sold to the public has built-in 
provision to receive these new stations without 
the use of any converter or adapter. 



- ' - ' * ^ , ■ ^ W i^m — 

Wwiw towte 

,6levi.io» »;",'^„a.lugl' l.eq>"°'=l' "''"l^iuion to Mich. « 



fenced by back. 



Sold by — 



S,„o\ No^ 



«N.TH RA0.0 CORP0RAT.ON 



Zenith Rodio Corporofion, Chicogo 39, Illinois • Over 30 Veors of " Know-How'* 
in Radionics® Exclusively * Also Movers of Fine Hearing Aids 

ZENITH RADIO CORPORATION 

6001 West Dickens Avenue • Chicago 39, Illinois 
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You can demonstrate and sell 
Zenith TV with confidence— 
and you'll build customer 
good-will along with extra 
sales and profits. Tell and 
Sell the Zenith story — use 
this guarantee certificate. 



*1,807 Stations in Continental U.S. Plus 51 Stations 
in U.S. Territories as announced by the FCC 

© I9SI 



•[SKDCTua* RADIO 
and TELEVISION 




J 

63 



K iig> being ef|ual. \>( ulcl prefer to do 
-li e-s w'llh tlie station that has llic 
f I ate ( anl conuTii-sionahle. 
^Kreiicy: "Can \ ou tell us a little 
I til lii>lor\ of ihe 1")'^, agency coni- 
--lon s.lriHture. Mi. (/Jge?" 
(fOue: "WVII. arcnrdliig to research 
iihuled l>\ Frederic R. (jaiuMe. 
e-idenl of 1 \ V. \ineriean newspa- 
r>- as earix a- loJiO were allowing 
/ <-(nnniissiiin to ad agencies. \nd 
wlien radio hcgan lo develop as an ini- 
|)ortant advertising nrediuni in the 
i')20*s. the (ii^toni of allowing l.i'v 
was uell e-taldi-hed with the then-ma- 
jor media newspapers and magazines. 



The first nelu >rks decided lo allow the 
< irstoniarv \->'t. Individual stations 
and other nct\\ rks soon followed suit, 
until loda\, a< )rding to Mr. Gandile. 
all the network and more than 98'i 
of the indejjen; nl stations allow 15'^^ 
< onnnission lo agencies. TV, being 
owneil anri opeiated by many of the 
same companies is radio and newspa- 
pers, has generally adopted I.t^' eoni- 
nnssion to agencies from the start. 

■'Mc(7 raw -Hill, the business papers: 
Foster and Kleiser; and Barron Col- 
lier, the outdoor advertising magnate, 
are typical examples of media who 
tried s\ stems of avoiding ad agency 



connnission. They dealt directly with 
the advertiser, hut eventually institut- 
ed the commission system. Many for- 
eign countries — like Britain and Aus- 
tralia — have not unifornd) established 
the IS'c system. It varies, depending 
upon the media desire for the busi- 
ness." 

Su eeney: "And v ou certainly feel, 
of course, that stations ought to pay 
agencies 15' i on all accounts trans- 
acted?" 

Cage: "I feel that many agencies 
contribute a great deal to radio sta- 
tions. They carry much of the burden 
that a station would have on its hands. 
iJ it were to hire enough salesmen to 
contact all of the clients that arc han- 
dled bv agencies, plus the additional 
staff it would need for preparing copy 
and/or transcriptions. In anv case. I 
feel the whole trend in media today is 
toward simplifieation- -particularly in 
Los i\ngeles." 

Siveeuer: "Snp|3ose \ye hear now the 
viewpoint of a station representative. 
Mr. Hasbrook?" 

Dick Hasbrook, president, Los An- 
geles Association of Radio Represen- 
tatives, and Los Angeles manager, Av- 
ery-Knodel. Inc.: "One rate is ideal 
from everyone's standpoint — agencV. 
station, and re|)resentative. Most sta- 
tion managers will tell you they would 
institute a single rate, if it weren't for 
the he^ivy competition in their market. 
Agencies like one rate because it sim- 
plifies their ])roblem in making up es- 
timates for clients, and, too, as we've 
heard, stations usually do not pay 
agency commissions on local rates. 

'"As for the representatives, they nat- 
urally would favor one rate card, since 
so many times accounts which should 
be on the national card arc channeled 
to the retail card because of competi- 
tion. Possiblv the biggest abuse is in 
cooperative advertising."' 

Sweeney: "Since the double-rate sys- 
tem creates so man) jiroblems, Mr. 
Hasbrook. what do \ ou think was re- 
s|>onsil)le for its growth in the first 
place?" 

ffashiook: "The two-rate situation 
was not a planned jirocedure, hut just 
grew. It prohabh' stems from the early 
days of radio, wlien there weren't a 
great number of stations on the air, 
and retailers j)r()tested that they should 
not be penalized for regional coverage 
outsid(> their own trading area. 

"Certainh'. 2.i0-walt stations which 
can't claim to olTer big outside eireu- 
I lation. unusable to retailers, have no 
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iOUTW HAVEN 




KALAMAZOO 



MICHIGAN 
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• INDIANAPOLIS 



WSBT 



FOR A BILLION l¥)LLAR BONUS 



III rciK liiiiji; tilt" Soiitli lU-iul-MislKiwaku triuliiij!, arf;i noth- 
ing e(|ual.s W'SI}'!'. Tins .station is a great buy on an) 
sclicclnlc, dcliv cring a lialf-l)illi<>ii dollar market all hy itself. 
I5I^^ ONI) THIS, WSBT is tlie outstanding .station tliroiigli- 
oiit its i)riniaiy area, ridding aiioilui billion dtdhirs to the 
WSBT market. (Uicc k it lor yomscU from Sales Manage- 
Huiit figures and I looperraliiigs. (Every (^BS show on 
WSBT enjoys a higliei Hooper tliaii the net\\<)rk average.) 
I'oi a treinendons hcmiis bin.Buy WSBT. 

PAUL H. RAYMER COMPANY • NATIONAL REPRESENTATIVE 
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low yoy can sell 21 markets 



Station wOl )> uniqw* In th« Eoit. Iti S3 
county (ooafoO* oi»o ton onljf fa* (ompood 
g«»9tophito(Jy with lotga, liololad ilolioni in 
th« WmI Th« WCT (oocrog* o>«o n •itaniix 
ond lioloted. but thu pioipcioui induitiiol end 
ogtkultufol lagion It Ihitl'ji populolad ond 
•■•nly ipmd wilh highifKom* lomiliai thot 
bur ti'S "olumai , , , ond mot* fomili'*) liilan 
to WCY thon ony olf^af iloli'on Jn lh« ofao, 
WCr p>ovid«t th« onfy woy to (ombm* Ihii 
ToluobI* 'vgion tnio on* (o'afog* oiao 

< A Total of 431,130 Rodio f omili*. 

• A 3 8iNion Dollo' Mo'kai 

WGY Gives Dommont Coverage of 
These 31 Major Trading Centers 

rotti wirh 33.000 or mora population 
■ WOf, your iol«i m«uog« will 



CUni Folli lomi 

Cl«>«'i*<'|l« Soro 

Hw4ion S(h«i 

tahntta-n TiOf 



b- hold by ii"^ " 



rodio liilanaii li 



g, VEtMONI 

S<h«n«tl«d'r . 

Rannii^tan 

UUta tu'llngton 

Totol Popwiilion— 701.300 

Totol Raloil S«Ut-tll8.30l,OO0 



odd to Ihil lh« honr* (ounlici In whi<h thai* 
II (illci ore locotvd ond you ho** ihii richly, 
(on<«nlrot«d ' II i'n-»n«'' moilivt , , , 

Tolol PopuloHon— 1,147,000 
To-ot latoil SoUt SI,U1.113,000 




with one 
adio station 



Plus 36 additional counties in the WGY area 



WGY Gfves Dominant Coveroge of 
26 Additional Counties 



•II I 



thr WCT P>.> 



WCT II 



• radio 




time 



buyers 
travel to get 



1 




I 'h* (oiorit* lodio itotion o' mo'« 
(omihai m imoll lowni ond ru'ol oraoi in 31 
oddilionof cowntiai in lh« WCT Pii'mory Co**' 
DO* Ar«o . . . 33% moi* li>l«n«(i liltan lo 
WCT Ihoft lo Ih* nail bail ilolion in lh« om. 
Thar* 0(« mora rodio 'omiliai in ihai* 26 
(owntiai oullid* th« II lo'gar m«(li>ii then 
-■h.n th« titi'.t . 

116,310 >odio fomlli.t 

WCT form fomiliai or» on Imporloftl po" o* 
tha WCT <ov«rog« oiao ond owdionc* Th«y 
o«n ond form 30,881,000 o<rM of rlth fetm 
Innd -hot prodw<«i 1438,000,000 worth of fo>m 
p'*duct( *och yaor. 

fn Add't.an,. WCV >«o<h«i ovi to 119.374 
(odo tomilitt bayond lh« WCT ptimory 
mo(« thouiond* of WCT lldvnaii ond mora 
big lolni folwmai for you Thi'l bringi lh« lolol 
popwiotlon lor 'h» •nlii» WCT IM8 or»o— 
piimo>y ond iM.ndo.y-'o 1,»80,IOO. wi'h o 

■o-ol SPENOABIE intomc of 33.188.403 000. 
WGY Offers You 

lh« moil pj«*( m Iha oico. 3(^000 KOtli 
10 y«o(i of radio cipaiiant* in tim* laitrd 
to<olii*d piogiomming d«lign*d Jo fit lh« 
hoU fomily ond oil iomilm Ihioughout 



And yowl odnartlilng maiiog*) on WCT -ill 
o»w'« you of dominolion of 'hs liilening oudi 
tnttt Ihroughoul 'h* antii* ar«o WCT 



' 'hm any o'har ilotion i 



lioni 



t th« oi>o to laoch th« M 



mbiftotton of ito 



WCV It o unigu* dolion ro««iing o (irh o(«o 
H*'« vi* 50.000 woiii, o powerful lolvimon 
thot lfirw«Ai«i I. buying moti**i of man 
rodio li(t«n«(i thon ony othai dolion m lh« 33 
<*uniy orao thr only olh>r loig* itotion 



in tht am ii limittd by dl'ortiOftol ontanno, 
ond high b'oodcoil f(*()w«ncy Thol'l why mora 
notionol ond l<Kol odoailliaii thooi* WCT 
do Ihaif latling |ob in rich Up »•■• N«w V*rk 
ond N«w Eng'ond who* I,043,7l7 h«uw 

wicai ipand mo(« 'hon 3 billion dolloii »och 

WGY Advertisers Get Results 



1.413 moil o'd«>i for o }3 91 •nkU <otl 
■h« iponior but 13 <«n>i par oid*'. 
WCTi "Chonlicl««(" hoi pwll*d on o*«(og« 
of 3.000 l«tt«(i pc( month for II monthi. 
h«i« DIB but o 'aw of (h« mony od<r«ftii«ri' 
•lult itoriai thot WCY will b* glod to ih«» 
ou. Thaic (wilomari (owld br you' (u>t«m«(| 
n WCT to.aiog* om. w th WCT 



t«pj«i«<il*J NoHmoIV by NIC 5p*t 5d«i 



th« o 
«><• ••tfuiK* NIC 
topi in NK piogi 



affif.ox in lh« c 



' t CENERAl ElECIillC SIAIION 



But not when it's at their fingertips in RARD* 

An important agency time bnyer says, '"The markets to be develoi)efl by raiHo 
advcrlising are selected jointly by agency and client. Say we start in Minnesota 
and the only information \\e have is from a small station np there. Then I hate 
to go up there personally and talk with the stations and people to find oat which 
are good and which are not good jor us." 

Such first-hand field surveys take time and cost money. Only a few buyers of 
time find it possible to work thai way. 

So it's a boon to buyers everywhere when stations, like WGY, make the informa- 
tion they need available in the SRDS radio and television publications antl in 
CO>iSUMER iMAllKETS. Market information. Coverage information. Audience 
iiifornration. Program information. 

\^ hen you're comparing stations and their markets, it pays to check the Service- 
Ads as well as the listings in liADIO AD\ERT1SING RATES & DATA,* in 
TELEMSIOX AD\ERTISI\G RATES & DATA** and in CONSUMER MAR- 
KETS. They may save you much further searching for the information you want. 

♦Radio Advertising Rates & Data — formerly the Radio Section of SRDS 
**Formerly the Television Section of SRDS. 



T 



'^e unbeatable 



ADVERTISING RATES AND DATA 



Published by Standard Rate & Data Service, Inc. 

Wofter £. fiotthof. Publisher 
333 North Michigan Avenue, Chicogo 1. Illinois • New York • Los Angeles 




Note to Broadcasters: In the 64-page 
SPOT RADIO PROMOTION HAND- 
BOOK buyers of time tell what they 
want to know about stations. Here's 
a wealth of time-selling and promo- 
tion ideas. $1.00 
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YOU MIGHT CAST 

A TROUT FLY 183 l EET 
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BUT... 

YOU NEED THE 
FETZER STATIONS 
TO LAND KALAMAZOO-GRAND RAPIDS! 

\\ liotlit'r yoii use riulio or tel«'\ tsi<jii — or l)otli — 
here"? proof tliat the Fctzer stations an- W ostorii IVIielii- 
fj;aii*s best adxM-tisinjj value. 

WKZO-WJEF are a to[)iioteli CBS eomhiiiatioii. jMoiitli 
after iiioiitli, eaoli jjels lo|) Hoopers in its home eity. 
and BMB fifiures prove outstanding eovera<;e of adja- 
cent rural areas. (WKZO-WJEF^s unchiplieated B^IB 
Andienee is up 16.7% o\cr 1946 in the daytime — up 
.>2.8% at night!) Yel W KZO-W JEF cost 20% less than 
the in'xl-bosl iHo-slulioti choice in Kalamazoo and 
Grand Rapidsl 

WKZO-TV is Channel 3. offitial Basic CBS Outlet for 
Kalaniazoo-(w-and Rapids. The WKZO-TV picture 
comes in hrifiht and clear on more than 100.000 re- 
cei\ers within the .1 I\IV line. This multiple-market 
area inehides five Western Michi<{aii and Northern In- 
diana cities, representinjf a baying income of more ihun 
one and a half billion dollars! 

Write direct or ask A^crv-Knodel for all the facts! 



>\-Dick Millf-r of II iiiiliu^loii Uoiirh, California, holils this uorliVs 
ri'cord. 



WKZO-TV 



pp* IH MH» It A#B«' IN WECmM MKHMAN 



fCM» 



ALL THREE OWNED AND OPERATED BY 



FETZER BROADCASTING COMPANY 
Avery-Knodel, Inc., Exclusive National Representatives 



reasons to operate on two-rate cards." 

Sweeney: "As a TV station man, 
what is your attitude on this matter, 
Mr. Vrba?" 

John Vrba, promotion manager, 
KTTV, Los Angeles: "I feel that, 
though some TV stations have local 
and national rates — for example, 
KTLA — the real rate problem in tele- 
vision is the disparity between station 
and network rates." 

Sneeiiey: "Please give us some ex- 
amples of what vou mean." 

I'rba: "KTTV charges Sl,000, class 
A; bnt if bought on CBS net, the 
(barge for it is Sl.COO. Stations in 
one-station towns — like KPHO-TV, 
Phoenix, and KING-TV, Seattle — are 
on several networks, each of which 
charges a different rate for the station. 

"The consequent trend is to drive 
national advertisers into national spot. 
Skippy Peanut Butter, for example, 
just bought kinescopes of a KTTV 
show for 22 markets. It's true that 
newspapers ha\e varying rates for dif- 
ferent classes of advertisers and differ- 
ent pages of the paper; but so has ra- 
dio \'arying rates for different times 
of the day and different types of tal- 
cnt. 

Sweeney: "Finally, let's hear the le- 
gal viewpoint on the local-national rate 
problem. Mr. ]\tyers, please?" 

Robert Myers, counsel for ABC and 
the Southern California Broadcasters 
Association: "While an educational 
discussion of this kind is highly in- 
I structive. stations should remember to 
I take all rate actions strictly on their 
own. They shonld refrain from any 
agreements relating to prices or rate 
structures, which might possibly be 
construed as price-fixing under the an- 
ti-trust law." 

Sweeney: "Thank you all very much, 
gentlemen. This discussion has indeed 
proved highly informative." * * * 

SPOT TV COMMERCIALS 

[Continued jroiu page Si)) 

timcbuvers. and television station rep- 
resentatives singled out these film com- 
mercials for their highest praise: 
Birds Eye Frosted Foods (General 
Foods Corporation, agency Young & 
Rnbicani) ; Hallanline Beer (P. Ballan- 
tine & Sons, agency J. Walter Thomp- 
son) ; Oldsniohile (General Motors 
Corporation, agency I). P. Brother. De- 
troit) ; Muriel Cigars (P. Lorillard 
Company, agency Lcnnen & MitchelH : 
'lender Leaf Tea (Standard Brands, 
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Inc., agency Coinpton Advertising) ; 
Benrus Watches (Benrus Watch Com- 
pany, Inc., agency J. D. Tardier). 

Commercials of three other products 
v/ere frecpiently mentioned; in fact, 
they came at or near the top of spon- 
sor's j)oll. However, since all follow 
lines similar to radio conmiercials for 
the products which were described in 
previous issues sponsor's description 
of them will be brief. They are: Lucky 
Strike Cigarettes (American Tobacco 
Company, agency BBDO) ; Pall Mall 
Cigarettes (American Cigarette & Cig- 
ar Company, agency Sullivan, StaulTer, 
Colwell & Bayles) ; Tide (I'rocter & 
Gamble Company, agency Benton & 
Bowles) . 

Mentioned less frequently, but also 
considered deserving of praise were 
the following: Mott's Apple Juice 
(Duffy-Mott Company, Inc., agency 
Young & Rubicam) ; Chevrolet Cars 
(General Motors Corporation, agency 
Campbell-Ewald) ; Philip Morris Cig- 
arettes (Philip Morris & Company, 
Ltd., agency The Biow Company); 
Ford Cars (Ford Motor Company, 
agency J. Walter Thompson); Crisco 
Shortening (Procter & Gamble Com- 
pany, agency Compton Advertising; 
Kleenex Tissues (International Cellu- 
cotton Products Company, agency 
Foote, Cone & Belding). 

This is the question SPONSOR asked 
the members of its informal panel: 
"Which natixjnal spot TV commercials 
do you consider most effective at the 
present time?" In making tlieir selec- 
tions, sponsor's respondents indicated 
a variety of reasons for their choices. 
One conmiercial was described simj)ly' 
as "just darling" by a woman copy- 
writer, while an account executive re- 
marked of another that "the produc- 
tion on this was terrific." Often spe- 
cific commercials in a series were sin- 
gled out, where not all the films were 
considered deserving. 

Before detailing the six top commer- 
cials, it's worthy of note that four are 
animated. In a recent Chicago sui-vey 
of 136 families, John Meek Industries, 
the TV set manufacturer, found ani- 
mated "cartoon" commercials lf;ast dis- 
liked. Turned around the other way, 
that means they were the most liked of 
various types of pitches used on televi- 
sion. (See "The inside story of an ani- 
mated commercial" sponsor 9 Octo- 
ber 1950 for production techniques 
and costs of animated film commer- 
cials) , 
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To 4 guys 
around a conference table 
with a fifth in the background 

© Gentlemen, relax a moment and refuel. 
As \YZ Company's Account Executive, you, sir, are 
concerned about a sales slunij). Perhaps it's only 
seasonal. In Iowa, seasons do not slump, hecause tlie 
state's $4 billion income is produced l>y agriculture 
and industry. W^hile one biisiness slackens, another 
speeds up; or rich harvests stvell the farmers' income. 

9 \ ou, Mr. Kesearch Director, may utilize 
uneinploymeiit figures to analyze markets. More than 
350 neiv industries have located in Iowa since If orld 
War II, creating 23,000 new jobs. Iowa ranks among 
the lowest trio of states in insured unemployment — 
2% against 5 to T'/t for the nation — a statistic where 
it's a pleasure to come in last. 

• And what about radio, Mr. Iladio 
Director? You've been saying all along that you don't 
have to spend a million dollars. Especially in Iowa, 
where td-v-s-n is just a poltergeist on the horizon, and 
radio starts its information-and-entertainment job at 
sunrise. 

• Which brings us to you. Mr. Time- 
buyer. When you study coverage maps, please notice 
WMTland — the heart of the richest agricultural-and- 
industrial region in the nation. It's a market worth 
reaching — 19,100 square miles (within the WMT 2.5 
mv line) and over 1.1 million people. A one-minute 
Class A commercial (52-time rate) budgets at $27.00, 
which should be mighty interesting to both you and 
the fifth in the background — the sponsor. 

® The Katz Agency man will provide full 
data upon request. 
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HITCH YOUR 
RODUCT TO A 

-NUZ RADIO 
UNCH STAR 



0^ 



TOMMY CUTRER 
"K-NUZ Corral", 
1 1 ;00 a.m. to 1 :00 p.m. 
National and Regional Company 
you keep on K-NUZ Corral: 

Alaga Syrup 

Arrow Drugs 

B. C. Headache Powder 

Blue Ribbon Rice 

Dentyne 

Griffin Shoe Polish 

Ipana 

Ivory Snow 

Kam Dog Food 

Kools 

Ladies Home Journal 
Life Magazine 
Nabisco 

O.J. Beauty Lotion 
Pepsi-Cola 
Pepto-Bismol 
Robert Hall Clothes 
Shampoo-Cu rl 

(Plus a c/jo/ce list of local advertisers) 

For information call 

FORJOE 
National Representative 

or DAVE MORRIS 
General Manager 

at KEystone 2581 



RADIO RANCH 

P. O. BOX 2135 
TWX HO 414 



4i 




1. Birtls Fye Frosttul Fooils 

lairds E\e"- engaging trio of ani- 
mated lialf-pii - lias become a Irade- 
maik in tlieii \eilising. Billl)oards. 
magazines, new Dapers — and espeeial- 
i\ television li e made tlieni almost 
as well known a; the kid next door. 

The original s ries of 15 fdm com- 
mercials took '"e air last October. 
ha\e onl) reccnti been replaced by 
a new set on 1 Man h 19.51. Birds Eye. 
a General Foods ili\ ision. uses 10 ma- 
jor markets on spot T\. also runs tiie 
film <'onnnercials as a hitch-hike on 
The Goldbergs. Audio Productions in 
\ew York did the set of films wliich 
won much praise- the Birds E\c kids 
and tiieir window shade. 

A typiral commercial opens with 
the three smail-fry framed in a win- 
dow. One kind attracts viewer atten- 
tion with a shrill fingers-in-mouth 
wiiistle. Then eacli in turn sounds off 
with "Better bu\ the\ finish together 
with "Birds E\e!"" Announcer Dan 
Se\ nioiir reads the sales jiitch as it is 
written on the window siiadc (jver the 
kids' heads: "Big sale on Birds Eye 
peas — young peas- double checked for 
tenderness. \Va\ up in fla\ or . . . w ay 
dt)un in price! For the BK^ BUY . . . 
b(4ter buy Birds Eye — you just can't 
Ijeat Birds Eye quality!" 

2. Ballittitiiie Bevv 

It was the chief copywriter at a me- 
dium-sized agency who said of the 
Ballantine commercials. "They re just 
darling; the best I've seen." J. Wal- 
ter Tbomps<)n. agency for the beer 
company, has assend)led a formidable 
collection of historical characters, both 
real and legendary , to drive home the 
Ballantine jingle. Engaging anima- 
tions of \ankee Doodle. Old King 
(]ole. Robinson Crusoe. Jesse James. 
Daniel Boone, Aladdin. Ali Baba. Cle- 
opatra. Annie Oakley and a few others 
alternate in 45-second connnercials. 

Summer is, of course, a big beer 
season. Am] since summer, baseball, 
and beer-drinkers seem to ha\e an af- 
finity for one anoth(>r, Ballantine socks 
a healthy portion of its ad\ ertising 
ihoney into telecasts of major league 
ball. Ihey sponsor all daytime games 
of the \ew York Yankees, all daytime 
£ind some night games of the Huston 
Bra\es. and split the daytime games of 
Philadelphia Phillies imd Athletics 50- 
50 with anolhcr advertiser. 

W resiling from (Columbia Park is al- 
so carried, over i\ew York's \\ ABl), 
and a small TV announcement cam- 



RhymalineTime, featuring emcee 
David Andrews, pianist Harry 
Jepks and KMBC-KFRM's cele- 
brated Tune Chasers, is one of 
the Heart of America's favorite 




morning broadcasts. Heard each 
weekday morning from 7:30 to 
8:15, Rhymaline Time is a musi- 
cal-comedy program that pulls 
more mail than any other current 
"Team" feature. 

Satisfied sponsors have includ- 
ed, among others, Katz Drug 
Company, Land-Sharp Motors, 
Jones Store, and Continental 
Pharmaceutical Corp. 

Contact us, or any Free & Peters 
"Colonel" for availabilities! 
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of Konsos City 

KFRM 

for RuFof Kanjos 



BMI 

SIMPLE ARITHMETIC 

IN 

MUSIC LICENSING 

BMI LICENSEES 
Networks 

AM - . 2>192 

FM 362 

TV - 101 

Short-Wave _ 4 

Canada - 150 

TOTAL BMI 

LICENSEES. .2833* 

You are assured of 
complete coverage 
when you program 
BMI-licensed music 

0/ April 13, 1951 



BROADCAST MUSIC, INC. 

580 FIFTH AVE., NEW YORK 19 

NEW TOKK • CHICAGO • HOUrWOOO 
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jiaign is run with a short 20-secorid 
series of film coininorcials. These also 
contain the jingles, liut in abbreviated 
form. 

Ballantinc's coiunicrcials, whirh took 
the air in 1949 with the Yankee base- 
ball telecasts, are animated and also 
use some stop-motion. Iheir produc- 
tion cost is estimated at between $1,750 
and $4,000 each. It was the success 
of these jingles on TV that led to their 
use on car cards and in newspapers. 

A group of four different commer- 
cials is shown during each baseball 
game; one after the second inning, an- 
other after the fifth, another after the 
eighth, and a final one at the game's 
end. A variety of product endings arc 
sphced onto each animated jingle. In 
Boston, Ballantine Ale is plugged, 
while New Yorkers see the "Sleinie" 
and Ale endings, and Philadelphiaiis 
view the Ale and "Tall Export"' prod- 
uct tags. Each product ending, done 
in stop motion, runs for 7 of the 45 
seconds. 

3. Oltlsmohiie Cars 

Until Oldsmobile picked up the Satu 
Levenson Show recently, it had an am- 
bitious spot TV schedule running as 
high as 38 stations. That figure has 
now dropped to 10, but the Oldsmobile 
commercials remain consistently enter- 
taining and effective. D. P. Brother & 
Company, Oldsmobile's Detroit ad 
agency, has worked with se\'eral film 
outfits in the course of turning out 26 
different commercials. Jerry Fairbanks 
filmed the majority of them, with 
Wilding Picture Productions, Inc., and 
Archer Productions (both in New 
York) shooting the balance. 

Key ingredients of all 50-secoiid 
commercials (10 seconds is left open 
at the end for the local dealer) are the 
Merry Oldsmobile tune and a scene 
showing two people "shooting through 
space on a belching rocket." 

One of the 14 films made by the 
Jerry Fairbanks organization^ and still 
appearing on spot TV, opens with a 
shot of movie star Eddie Bracken. He's 
trotting along the road in a baseball 
outfit. Two friends overtake him in an 
Oldsmobile convertible, offer him a 
lift. While they drive along, some 
sales points are made comersationally. 

This particular group of commer- 
cials cost between $1,500 and $4,500. 

4. iWiiriel Ci(/«r.v 

An agency film producer praised the 
Muriel Cigar commercial for "its ef- 



KEEPIN' MEMPHIS 



MARKET 




Spon«.orcd by the Phiko 
dealers of the Mid-South on 
\VMC-\X'MCF since Sep- 
tember 1950, 1]:.^0 to 
12:00 Nonn. Monday 
fhrouyh Friday, 




Featured as a disc jockey on 
WMC-WMCF for JcrrcU s 
Dr^' Skira Milk< 




On Tclevisi.on Statian 
WMCT, Monday throuK^i 
Friday, from 5:00 to 5:15 
p. m. for Perel &'.I.ow.en- 
steiti, "The pi.inion,d'St.ote 
of the South", 



MINDED 




with 



To know your market, it's 
necessary to know the 
people who make up that 
market. 

Eddie Hill is a sample of the 
type shows that WMC is 
constantly programming to 
the more than 800,000 radio 
homes in the Memphis mar- 
ket area. Today, Eddie Hill 
is a triple-threat star, who 
has proved his ability to move 
merchandise in the Memphis 
market area. 

and here's what 
the sponsor thinks 
of Eddie 





I 



"We think Eddie Hill is one 
of the truly great personali- 
ties to be developed on 
WMC-WMCF in the past 
twenty years. We see tangi- 
ble results of his endorsement 
for Philco products in the 
form of increased sales. We 
like him.' ' 

(signed) Cy Shobe 

Shobe, Inc. 
Memphis, Tennessee 



NBC-5000 

WATTS -790 
MEMPHIS 

W iV[ C F Simultaneously Duplicating AM Schedule 

W ^ C T ^"^^ ^ Station in Memphis and the Mid-South 



National 
Representatives, 
The Branham 
Company 



Owned and Operated by The Commertial Appeal 
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lectivo integration mgle. Less 

..nahtical reaction . arterized^ the 
film a- ■"engaging." inative. 

\. tuallv. there ai< two :Muriel 

("ij-. r ( omniprcials. fli>t. reach- 

in September 19')0. 1? \h 'u!ly animat- 
vl perlnrmanre of a x \\ \oiee(l cigar, 
'i . ould hapjien onK on fihn.) She 
j - uj) from the 'op hvtei of a box of 
\hinels. < ()rni)l<'t< uith face, wrapjier, 
nil transparent .irt. Her little song, 
(ione with Mae V\ e-t inflections, goes: 

I'm today's m r Muriel, the fine cig- 
ar. 

The pleasure lhal i give is really bet- 
ter b) jar 

I'm today's neic Muriel, only a dime, 

W hy don't ^ou pick me up and 
smoke me sometime! 

fA-ervbodr likes my wrapper, really 
the\ do . . . 

It's hixury-light . . . and it's pleasant 
for you. 



I'ln today'' new Muriel . . . mellow 
and ripe. 

You're gonr like me, friend . . . I'm 

just your \pe! 
Everywhere ' go they seem to like 

my shape, 
Firm and trim and handsome ... 50 

easy to take. 
I'm today's neu Muriel, only a dime. 
Why don't you pick me up and 

smoke me sometime. 

Muriel, I'm Muriel Cigar! 

\ group from Lennen & Mitchell — 
l*ete Keveson I copy chief), Clark Ag- 
new (TV art director. ), and Ray Vir- 
Den (president of the agency )- -ham- 
mered out these lyrics around a piano 
at New York's Players Club one af- 
ternoon. It was Ray VirDen's idea to 
use a strip tease. Clark Agnew drew 
up the story board, and a receptionist 
in the radio department sang the jin- 
gle for an agency recording. 



The second Muriel set (a one-minute 
and a 20-second version were made for 
each set) is more involved. In this 
one. aired for the first time this March, 
Muriel has a male friend who does a 
modified "buck and wing" dance rou- 
tine with her while they sing the jin- 
gle. A third set is in production. 

Technically, the Muriel cigar com- 
mercial is unusual because of the 
method. Shamus Culhane, boss of the 
film outfit which bears his name, ex- 
plains how it was made: "I call this 
the 'animated still' method. We made 
about 800 photostats of the box and 
the cigar from 18 different views. Then 
we cut them up and matched them for 
each sequence; the artist inked each 
one over for the final picture." 

This first commercial, which Cul- 
hane label "educational." cost well 
over $5,000 (and at that did not give 
him a profit). The fact that lip-syn- 
chronization is extensively used and 
that this "animated still" technique re- 
quires a tremendous amount of labor 
accounts for the high price. Muriel's 
second commercial, also made by Sha- 
mus Culhane Studios, required 1.800 
actual ]Dhotographs. Quality and light 
characteristics of the photostats was 
I not considered quite good enough to be 
repeated a second tune. 

The two cigar commercials alternate 
as hitchhikes on P. Lorillard's Ama- 
teur Hour (NBC-TV) and are seen in 
21 markets an average of five times a 
week. On sjjot, adjacencies to men's 
sports programs, news, or other high- 
rated shows are preferred. 
! Discussing the highly-successful Mu- 
riel Cigar campaign (entirely a TV 
promotion) Lennen & Mitchell vice 
president Jackson Taylor explained: 
"The commercial has enough e-nter- 
tainnient value to warrant using it for 
quite a while. It will be hard to run 
ii into the ground; that's why we felt 
justified in spending so much on it. 
Though Muriel is not one of the big 
sellers it has improved its position — 
sales are ahead of the industry aver- 
age. 

5. Tettdor Leaf Tea 

A TV director had this to say about 
one of Tender Leaf Tea's commercials: 
"Who would ever have thought of us- 
ing two ]iolar bears for a tea commer- 
cial? But it works." It is the polar 
bear film that won praise from spon- 
sor's respondents, though there are 
two others in the ])resent series. 

Shamus Culhane Studios made this 
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March 7, W51 



Mr. C. H. 

Station UBZ-i" 
Boston, Mass. 

Dear Bert: ^ 

,,,,e- s Oood .ews. Today. „ 

„l,e total, foi- ^'^^^ ^ ' ^ Conmunity 

ttS ^'^-"f^.lUdaU or expectancy. 

over i,500 - ^Te deU?>^^ 

our first «ee.'s^^X^^^^^ T^^T^t^^ 
-uncrtlon'^.J^^^ CoUuy Opt.c.ans 
r/enfy -"enioyin.. _ department 



Inc. 
M. piseman 



From agency after agency come the most complimentary 
statements about 

WESTINGHOUSE 

WBZ-TV Boston 

CHANNEL 4 

REPRESENTED BY NBC SPOT SALES 
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particular 20-secoiid commercial about 
a year ago for Compton Advertising. 
Cost was low — only $1,600 or so. Even 
so it manages considerable lip-syncliro- 
nization with its three characters (two 
polar hears and a fish of vague an- 
cestry) . 

The film oj)ens on two wilted polar 
hears slumped hack to back on an ice- 
berg. In unhurried, slightly Kritish 
voices one says, "Unseasonably hot"; 
to which his friend replies, "Yeah, I'm 
shot." At this point a fish swims up. 
a tray with two ice tea glasses balanced 
on his nose. Says the fish. "Here's re- 
lief! Iced Tender Leaf!" Stopping in 
front of the bears, the fish continues: 
"Iced tea with zip! In every sip." The 
two bears perk up their ears and reach 
for their glasses of iced tea as one says, 
"Ah, Tender Leaf Brand!" and the oth- 
er adds. "It's simply grand! . . . You've 
got the ice. have you got the Tender 
Leaf?" 

As a clincher, the commercial ends 
with a shot of a glass of iced tea. a 
slice of lemon hanging on the lip. 
Icicles on top and bottom of the scene 
add more taste appeal. 

Tender Leaf lea's TV spot cam- 
paign, miming in about 10 markets, 
is only a small part of their over-all 
advertising campaign. Wlxat makes the 
polar bear connnercial so memorable 
tc those who commend it is not the 
frequency with which they've seen it, 
but its leisurely pace. Despite its 20- 
second length, one TV film man re- 
marked: "It's a leisurely spot. It just 
kind of idles along, as against the kind 
that come on and hammer the hell out 

you. 

The polar bear commercial is decep- 
tive, however. Despite its easy manner 
it has strong "sell" in it. What makes 
it seem easy-going is its simplicity. 
As the Compton Advertising TV com- 
mercial producer explains: "We try 
for hard-selling commercials — but not 
by crowding the soundtrack with words 
or overloading the film with too much 
action. Simplicity is the key. We'd 
much rather put one important thought 
over clearly and completely than try to 
handle a bunch of sales points in the 
limited space of a 20-second commer- 
cial. We don't claim infallibility, but 
to us simplicity and sincerity are the 
important qualities for a commercial 
to have; that aad high quality produc- 
tion." 

Tender Leaf Tea is about ready for 
another film to supplement the three 
now in use — agency practice is to have 




VERY DAY 

An Average of 150 FAMILIES 
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wow-TV AUDIENCE 




FOR AVtlUIIUTIIS CAll tN* NAIII-TV OFFKE OR WEISTEI J400 

OMAHA, NEBRASKA 




Congoree, historic stote 
ccoiiol, modern commerciol 
cctitor, Columbia olso 
aojoins booming Fort 
>ockson, one of the ormy's 
busiest troining centers. 
Greoter Columbio's 
133,337 people receive 
consistent television 
service only from 
^jjpP WBTV, Chorlotte. 
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one made e\ r\ six months. Tender 
Leaf stands ni. mber tw o in sales among 
I lie tea trade. 

C Bvtiriis Wtitehes 

Again, a sinj. e pommercial in a se- 
ries was singled out by those polled as 
cutslanding. Thi- was the Dean Mar- 
tin and Jerry ^ wis romniercial. A 
oiie-minule version ap])ears in rotation 
with other testimonial commercials on 
tlie Benrns participation in Saturday 
Mght Revue (NBC-TV). For spot 
purposes an abbreviated 20-second ver- 
sion is used. 

The spot version opens with the 
title: "Benrus presents Dean Martin & 
Jerr\ Lewis, stars of At War With the 
Army. Tlien follows a elose-up of 
^L'lrtin showing Lewis a watch on his 
wrist. The dialogue goes: 

Martin: What's this Jerry? 

Lewis: A watch. 

Martin: Naah . . . it's a calendar! 

Lewis: Okay, it's a calendar! 

Martin: Tni serious: It's a Benrus 
Calendar Watch. It tells the time, the 
day, and the date . . . automatically. 

Lewis: I won't give you more than 
S200 for it. 

Martin: But it costs only $39.75! 
And Benrus makes the only quality 
calendar watch that sells for anywhere 
near that price. 

The success of this commercial, as 
everyone queried pointed out. hinges 
on the personalities of Martin and 
Lewis. Apparently a sizable group of 
people, ad agency executives among 
them, think everything the young com- 
ics do is hilarious. 

Actually the commercials (the one- 
minute network and 20-second spot TV 
\ersion) were the result of a clever 
deal hy the Benrus agency, J. D. 
Tardier. Noticing that Martin and 
Lewis were set to open in a new pic- 
lure. At War With the Army, the agen- 
cy offered the young comics a free 
plug for their picture for a free plug 
on Benrus watches. The trade was ac- 
cepted and J. n. Tarcher's copy chief 
flew out to Hollywood where the com- 
mercials were filmed by Video Varie- 
ties. Footage was then processed in 
New York. 

Account executive Len Tarcher ex- 
pects to run this particular commercial 
up to Septcniber. His explanation of 
its |)opularity: "In addition to being a 
good selling commercial, it has humor 
in it there's a real entertainment fac- 
tor involved." 

Proof of the film's effectiveness was 



turned up by the Daniel Starch organi- 
zation when it made research tests. Re- 
sults were so favorable that when rival 
Bulova Watch got wind of them tliey 
switched to a testimonial approach too. 

Some of the other Benrus testimo- 
nials involve Bert Parks. Kathi Norris, 
Betty Ann Grove. Paul Lukas and Bud 
Collyer. Each commercial is built 
around their job of the moment — Paul 
Lukas acting in Call Me Madam, for 
example. Cost runs around $3,500 for 
each "set,'' consisting of a one-minute 
and 20-sccond commercials. 

Lucky Strike's one-minute commer- 
cial, used on TV spot in about 30 mar- 
kets, rated as tops in sponsor's survey. 
It was N'ariously described as "tre- 
mendously catchy,"' "superb," and 
"skillfully produced." The Lucky 
Strike slogan, Be Happy Go Lucky, 
and jingles written around it by BBDO 
play the most important part here. 

Tide. Procter & Gamble's front-run- 
ning detegent, is another example of 
a jingle skillfully exploited in a new 
medium. The Tide coniniereial which 
ad\'ertising people had in mind when 
they voted it outstanding, was an ani- 
mated film in which bedslieets "sing" 
as they hang on a clothesline. Benton 
& Bowles writes the copy for Tide. 

Pall Mall created a stir because of 
its straightforward approach. "I like 
its sincerity," explained one agency- 
man. A product of American Ciga- 
rette & Cigar Company (an American 
Tobacco Company subsidiary), Pall 
Mall continues to make rapid strides 
in sales under the impetus of clever 
radio and TV promotion by Sullivan, 
Stauffer, Colwell & Bayles. 

An examination of the commercials 
selected by sponsor's panel seems to 
bear out the remarks of John S. Meek, 
whose compau} made the survey of TV 
commercials in Chicago. Says Meek: 
"It is notable that the most unpopular 
commercials are the ones that insult 
the intelligence of the audience. They 
try to paint glowing pictures of bene- 
fits from using the product, they shout, 
or they annoy the viewer with repeti- 
tiousness or imperative tone. The sensi- 
ble and imaginative commercial, on the 
other hand, gets few complaints." 



A COMPLETE TV film studio. 
In Hollywood (28) since 1938... 

TELEFILM Inc. Live & cartoon. 
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Full Coverage of 

SOUTH FLORIDA 



S. Palm Beach County 

Ft. Lauderdale 

Hollywood 

and Greater Miami 




CHANNEL a MIAMI 



BY A 

FULL TIME 

TELEVISION 
STATION 

9A.M.'TIL1 A.M. 

CHANNEL 4 MIAMI 
REPRESENTED BY 

FREE & PETERS 



MEN, MONEY & MOTIVES 

iCoutiuued jioui page 6) 

3. The paradox of little newsstands, 
without anyhody to speak for 
them, salvaging losses on unsold, 
unreturnahle papers via the 
scrap market at a time when 
newsprint is costly and scarce. 
This sort of comment, now that it's 
beginning to roach broadcasters' ears, 
convinces them that the usual bad job 
of radio "public relations" has again 
been performed, else the current cam- 
jiaign to force down radio rates could 
never have gotten headwaj-. 

* * * 

New York advertising circles were 
rooting recently for Thelma Ritter to 
emulate another radio character ac- 
tress, Mercedes McCambridge, by win- 
ning the fdm Oscar for '"best support- 
ing actress of the year." In private life 
Miss Ritter is the wife of Joseph A. 
Moran, a Young & Rubicam veep. 
Hence the special interest in her career. 
Not, truth to tell, that Ad Row ever 
did much for that career when Miss 
Ritter hopefully presented herself in 
the N. Y. radio studios. This fact, of 
course, in no way impedes the free flow 
of sentiment now that she's helped her- 
self to glory in Hollywood. 

Actually the present success of Miss 
Ritter is heart-warming, coming at the 
end of a long up and down history, 
mostly down. Long ago, her husband 
Joe gave up his own acting. This ob- 
server once reviewed Joe when he was 
a wavy-haired romantic juvenile in a 
Chicago play called "Sisters of the 
Chorus" which we shall describe, with 
simple accuracy, as a turkey. It was 
memorable, if that's the word, for a 
bedroom setting with a door that 
opened, full view, on a privy. It was 
part of the plot back in the days of 
innocent plots. Then came the depres- 
sion. Joe developed a flair for winning 
cash prizes in advertising contests and 
by this method he passed, through an- 
other back door, into agency work. 

★ ★ ★ 



MR. SPONSOR ASKS 

{Continued from page 47) 

In reviewing TV coverage for two 
advertisers we found that in one case 
TV could reach 40% of the potential 
homes, in the other case 60^. The 
non-TV homes which represented 60% 
of the prospects for advertiser "A" and 
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AROLINA IS 

North Caroiina Rates More Firsts 
In Sales Management Survey Than 
Any Other Southern State. 

More North Carohnians Listen to 
WPTF Than to Any Other Station. 

& NORTH CAROLINA'S 
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AFFILIATE for RALEIGH- DURHAM 
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THEjROLLER COASFER PARADE 

up down 
up down 

^<)lI're up, voii'rc down 

Pe.ice is near - Stalin's going to town 

Shortages today Surplus tomorrow 

Prosperity certain — Panic to follow 

Kinergcncy, emergency — C'io\ ernni'ts 
corrupt 

Push, yank, pull, graft, honoi, indcccnc\ 

funning craft order - confusion. 

(.et away go fishin' in Dude ranch 
country 

Sunsliine mountains forest — stre.rms 
— peace. 

There's no confusion if you schedule on 

7^ /^wr Mo4A' Siatcmd 




5000 Watts 
Night & Day 
MISSOULA 



250 Watts 
Night & Day 
ANACONDA 
BUTTE 



MO]\TANA 
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40% for advertiser "B*' are equally as 
ini]ic;rtant as the TY homes. To reach 
these important non-TV homes through 
an audio medium directs new empha- 
sis on regional radio hu\ ing. 

In another instance, an advertiser 
v.ith distrihution in approximately 20 
states could never seem to latch on to 
a prime time period in regional net- 
work radio because of the demand for 
full national network. Present condi- 
tions in the radio field are opening 
new regional radio po.«sibilities to this 
advertiser and others like him. 

I don't want to appear to he selling 
radio short. Installed in 95% of the 
V. S. homes and 19% of our automo- 
biles, this medium has proven conclu- 
sively that it can effectively keep an 
advertiser's product before the Ameri- 
can public and sell merchandise. 
Anthony C. DePierro 
Vice President 

Geycr, Neivell & Ganger, Inc. 
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BEER ON THE AIR 

{Continued from page 33) 

pany, and the Christian Henrich Brew- 
ing Company. (Washington. D. C), 
many sports-minded advertisers try 
for balance. 

Miller, which sponsors the Green 
Bay Packers and iNew York Giants pro 
footlxill broadcasts, as well as the Mil- 
waukee Brewers baseball, believes that 
this diet must be offset by general fam- 
ily entertainment. Consetjuently, Miller 
sponsors High Life Revue over ABC 
and a varietv half-hour program Sun- 
days over WTMJ-TV. 

Another brewer who uses the same 
strategy is Pabst which has both box- 
ing and a domestic comedy show. 

The Frederic W. Ziv Company is 
pleasantly impressed with brewers' in- 
terest in n<)n-sj)orts shows these days. 
Beer advertisers have bought the Bold 
Venture transcription series on 150 
stations, inaking them the heaviest pur- 
chasers of this Humphrey Bogart se- 
ries. Ziv's Boston Blachie is carried 
by brewers in 101 markets, while the 
Guy Lornhaido program, also Ziv, 
is used in 113 markets for this kind 
of promotion. 

Does radio pay off for the brewers? 

Specific examples of what can be 
achieved can be found in any city. For 
example. Sicks' Brewing and Malting 
Company of Seattle. 

In j\o\ ember of 1948, after being 
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off the air for eight years, Sicks 
turned to radio as the quickest means 
of making the public aware of their 
new extra-pale Rainier Beer. Through 
the cooperation of their agency (West- 
ern Agency) and KJ]{, Seattle, a sing- 
ing commercial was prepared. Time 
was selected on 19 stations throughout 
the state for a saturation campaign. 
The series continued through the 
spring and summer months. Sales 
boomed; radio was made a fixture of 
the budget. No other media receives 
more emphasis in Sicks ad planning 
today. 

In the South, the American Brewing 
Company devotes most of its budget to 
radio while selling Regal Beer in 
Louisiana, Mississippi, Alabama, and 
Florida. Why? "Regal Beer." says the 
client, "has always found the medium 
of radio one of the most efTicient for 
reaching the masses of people which 
is the market for our product." 

Move north to Minnesota where the 
Minneapolis Brewing Company's Grain 
Belt Beer ranks first in the Twin Cities. 
Minneapolis Brewing, which devotes a 
third of its ad budget to radio 
(through Batten, Barton. Durstine & 
Osborn) uses a recorded music fea- 
ture. Friendly Time, 36 hours a week 
over 12 stations in a five-state area. 
Each station has a well known local 
personality as m.c. WCCO is the Twin 
City outlet. The agency reports, "The 
client feels that the format of the show 
and its terrific audience acceptance has 
been a big factor in developing the 
popularity of Grain Belt."' 

Minneapolis Brewing saw sales in 
1949 jump 65 0^ over 1948 in the 
Yankton, S. D. area after promotion 
was launched on WNAX, Yankton. 

Few surveys have provided more 
dramatic evidence of TV's selling pow- 
er than the WOR-TV, New York, study 
of brands of beer bought for home 
consumption. The station, which car- 
ries the Schaefer telecasts of the Brook- 
lyn Dodger contests, wanted to learn 
what effect the games were having on 
the sponsor's sales. They found that 
31.1% of the Dodger viewers were 
buying Schaefer; 22.Q% Ballantine, 
the next highest brand; 17% Rhein- 
gold. These figures were contrasted 
with the preferences of non-viewers 
which went this way: only 17% for 
Schaefer; 21.6% Ballantine; 21% 
Rheingold. Schaefer also radio-spon- 
sored the Dodgers over WMGM, New 
York. 

In Detroit, the Goebel Brewing Com- 
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He Has the Magic Touch 

which Turns Listeners into Customers 

And he has plenty of listeners. His vast and loyal national 
audience gets '"the top of the news from Washington" and 
his co-op advertisers get results. 

As iMr. Glenn R. Whittle, distributor of Atlantic Beer & 
Ale, wrote to WIRA, both of Fort Pierce, Florida: 

"This entire letter ean be summed up to say that 'Fulton 
Lewis, Jr. can sell BEER.' Since we started sponsoring 
this fine program, (Dec. 1949) the response, saleswise, 
has been most gratifying. When people of this area 
think of Fulton Lewis they automatically think of 
Atlantic Beer. His topflight news comments command 
a large radio audience, and we know that the well- 
delivered commercials, coupled with the Lewis audience, 
are responsible for our sales gain. 

"We are proud of the Lewis sponsorship, and are 
entirely convinced that the program lends prestige to 
the product." 

The Fulton Lewis, Jr. program, currently sponsored 
on 342 stations, offers local advertisers a ready-made 
audience at local time cost. Since there are more than 
500 MBS stations, there may be an opening in your 
locality. Check your Mutual outlet — or the Co-operative 
Program Department, Mutual Broadcasting System, 
1440 Broadway, NYC 18 (or Tribune Tower, Chicago 11) . 
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TOPS 

CHICAGO'S 
OUT-OF-HOME 
AUDIENCr 



1ST MONDAY-FRIDAY 

6 A. M. - 6 p. M. 

WITH 21.7% OF 
TOTAL AUDIENCE 

1ST SATURDAY 

6 A.M.-6 P.M. 

WITH 20.6% OF 
TOTAL AUDIENCE 

1ST SUNDAY 

6 A.M.-6 P.M. 

WITH 18.2% OF 
TOTAL AUDIENCE 



"^Pulse of Chicago, 
Ouf-of-Home Study, 
January-February, 1951. 




'The Most Homes Per 
Dollar Siaiion" 



560 Kc . 5000 Watts 
CHICAGO, ILLINOIS 

24 HOURS A DAY 



KATZ AGENCY, Representative 



pany uses ^ , I^K and a 45-station re- 
gional netwoi! to broadf-ast the De- 
troit Tiger baspball games. Edwin J. 
Anderson, Goel president, says, "'Tlie 
increased sales ■ Goebel Beer in each 
new market addc .! to the network ha\e 
proven be\ ond a doubt that this por- 
tion of our ad\erlising budget has had 
a great deal to do with llie rising popu- 
larity of our beer. 

Radio and T\ helped the Josejjh 
Sdilllz Brewing Comj)any to hold the 
beer sales leadershijj in 1950 for the 
fourth conscrnti\e year. The j^rodurcd- 
and-Pold figure was 5.096.840 barrels. 
W'ilh both air media. Srhlitz is out 
for j)restige atmosphere programing. 
Through Young & Fiubiram, it spon- 
sors tlie Pulitzer Playhouse, a superior 
hour-long dramatic show over ABC- 
TV every Friday night. Production 
<'osts run high, about $30,000 per 
week. Audiences have been good; 
American Research Bureau for Febru- 
ary showed a 33.7. But. at last rej)orts 
there was a j>ossibility the show might 
be shifted to NBC-TV. On radio, 
Schlitz has the IJalls oj Ivy, an excep- 
tionally well-written, humorous adult 
dramatic series with Ronald Coleman. 
The half-hour show on NBC \^'^ednes- 
day nights had even sharp-tongued 
John Crosby dusting oflf his compli- 
mentary adjectives. Many consider its 
Nielsen 8.7 rating proof that radio 
does not have to be written for a 12- 
year-old's intelligence. The production 
budget is about $9,000 weekly. 

Beer advertising on the air is not 
only a standout in terms of time 
bought but also in the way these firms 
lie in shows with other media. Brew- 
eries always do a standout merchandis- 
ing job. They don t neglect any phase 
of pronu^tion — even packaging is care- 
full)' designed foi maximum eve ap- 
])eal. 

Breweries are active on the air not 
only to improve their competitive posi- 
tion but to increase the total market 
as well. Although beer is one of 
America s favorite beverages, the aver- 
age consumption of the product is de- 
clining. Research Company of Amer- 
ica figures showed that the average 
consumer downed 21 gallons of the 
snds in 1911. In recent vears, the 
highest consumj)tion period was 1945. 
with 18.7 gallons. In 19.50. sales were 
down to 17.1 gallons. The big com- 
plaint of the brewers is taxes. Before 
Proliibilion lliere were not state taxes 
and the Federal tax was onlv a dollar 
per barrel. Today the Federal tax is 




44% OF MEMPHIS! 

can be yours 

with one station 

HOOPER RADIO AUDIENCE INDEX 
City: Memphis. Tenn. Months: Jan. -Feb. 1951 
Time Sets WOIA BCD E F G 



M.F 8AM-6PM 21.5 29.3 20.S 20.4 13.8 9.1 5.1 I.I 



ONE Memphis Station, WDIA, admittedly 
covers the 44% Negro population oi 
Memphis' total 394,000 population. The 
other five \lemphis stations cover the 
balance of Memphis' population. 
The inexpensive and adequate coverage of 
WDIA in Memphis and WDIA BMB 
counties (489,000 Negro population) is 
securing really sensationally good results 
(or many leading advertisers of QUALITY 
products such as Old Judge Coffee, Pet 
Milk, Trcet Blades, Super Suds, Red Cross 
Macaroni and Sealtest Products. Write 
for case studies. 



MEMPHIS 



WDIA 



TENN. 



Harold Walker, Com. Manager 
John E. Pearson Co., Rep. 




^UjmRV SELLS 
DEUJ ORLEflnS' GREAT 
riEGRO mflRKET 

With specialized programming"" to 
more than million Colored peo- 
ple throughout Southern Louisiana, 
Mississippi, Alabama and North- 
west Florida, WMRY is effec- 
tively directing the buying habits 
of this vast, faithful audience. 

*100^ Negro Prosrammins Personnel 



600 KC "THE SEPtA STATION" 

WMRY 

NEW ORLEANS, LA. 

JOHN E. PEARSON CO.. ! 



THE ONE DIRECT APPROACH TO NEW 
ORLEANS' LARGEST MAJOR MARKET 
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S8, while state taxes last year averaged 
$2.16 per barrel. That means a drink 
v/hich any working man could pur- 
chase without much hesitation has now 
b(?come a semi-luxury. Families that 
have to watch their pennies cannot 
afford to buy as nmch beer as they 
used to drink. 

To broaden their market among 
those who can purchase the beverage, 
the industry is relying more and more 
on the air media. * * -k 



MAIL ORDER A MENACE? 

{Continued from page 29) 

response is satisfactory, a campaign is 
worked out for the entire country on 
other good mail-order stations. Mar- 
free uses about 400 stations for its 
nationwide efforts (see box for Mar- 
free's list of 45 outstanding mail-order 
stations) . 

Before any product is accepted, it 
first has to be approved at Marfree's 
N. Y. headquarters and at the Chicago 
office which is under the supervision 
of Alvin Eicoff, vice president. "The 
first question we settle," explains big 
and hearty Harry Friedenberg, "is 
this: will the product give us a suffi- 
cient return at a price lower than that 
which retailers are charging for the 
product? Then we make certain the 
quality is good. Whether the public 
will express a demand can never be 
predicted with certainty." But the three 
years that the Marfree president, an 
ex-radio representative, has been 
studying radio listeners' reactions has 
given him a feel for what should go. 

You can go wrong about nine times 
out of 10 in choosing products. Frie- 
denberg likes products with a novelty I 
appeal. Some of the typical Marfree 
items or "deals," as they are called in 
the trade, include quilt patterns, a rub- 
ber wading pool for children, a rub- 
ber horse, popular song records, plas- 
tic toys, plastic cowboy suits, D-Con 
roach powder, and Fli-Pel. (Fli-Pel is 
an insecticide that had a sale of 36,000 
cans at $1.98 in a single month when 
introduced at the end of last summer. 
This year's campaign over 400 sta- 
tions starts 15 May.) 

Not all agencies follow this policy 
on products. The Huger Hoge shop is 
concentrating on books and garden 
items this season. Other outfits have 
found that correspondence courses are 
good, steady accounts. The products 



and services which can be sold via mail 
order are increasing all the time, Frie- 
denberg finds, particularly in less pop- 
ulated areas where listeners do not 
have easy access to stores. ]]ut his 
agency docs not scatter its effort. "We 
concentrate on eight or 10 deals that 
assure maximum .>.ales and profits. We 
get calls from all over the country to 
handle items, hut we only accept about 
one per cent of the deals," Frieden- 
berg says. 

One significant result was Marfree s 
mail-order campaign was building the 
wide acceptance for D-Con which led 
to national retail distribution in about 
22,000 stores. Lee Uatner, who 



launched D-Con, shifted to retail out- 
lets because marketing costs over the 
long haul arc less than with mail or- 
der. j\nother benefit of retail marketing 
is the opportunity for coo]3erative ad- 
vertising with stores. 

Another important phase in the 
screening is chocking the client for 
financing and stability. Marfree wants 
to be sure that the client will he able 
to live up to the clause in all its con- 
tracts stipulating that, no matter what 
the customer's complaint, all requests 
for refunds will be granted. Lack of 
financing brought many abuses in TV 
mail order. Many a pitchman got into 
T\ mail order as if he were setting up 
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PLUS WELD-fM 



WBNS knows how to mix salwtnanship with 
showmanship. That's why if has^the eor of 
187,980 fomilies in central Ohio . . . Yes, 
187,980 WBNS faniilies with income of 
$1,387^469,000^ ^ 
The "know how" of WBNS has made it the 
top station in the area ond naturally the first 
choice of advertisers who want to do a better 
selling job at lower cost. 

ASK JOHN BLAIR 

NATIONAL REPRESENTATIVES 



POWER WBNS 5,000 -WELD 53,000* CBS -COLUMBUS, OHIO 
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a stand on a .street corner. Entrepe- 
neurs boufrlit a few items for rlemon- 
stratitm ])urp -es. ordererl time on a 
station, and v ited for the orders to 
come in. Oftei; tlie orders flooded in 
at such a pace lhat man}- had to be 
left unfdled: 01 the surprised sponsor 
was forced to substitute items. All of 
\\ hi<'h ( reated (. onsiderable headaches 
for stations and agencies which had to 
boar the brunt of comj^laints. 

\fter suffering through many ol 
these problems. Cecil Iloge. president 
of Hngei" iloge. sa)s he resigned all 
mail-order busniess last December ex- 
ce])t for established original sources, 
re])ulable catalog houses, or retail 
-^toies. 

Of vital importance is the prepara- 
tion of cop\ . 1 his is handled by Mar- 
free's Chicago office. "Mail-order com- 
mercials nmst ha\e more punch than 
the usual radio copy. \^'e have to make 
the listener act immediately, ' Frieden- 
I)erg says. On the other hand, ) ou 
can't o\'ersell. Listeners can be disap- 
pointed when the delivered articles fall 
below the picture created in their 
minds as they listened to the commer- 
cial. This means returns and added 
costs. Cop) is a big ]joint at Hoge, too. 
"Once the copy has been set and starts 
to pull, don t change it, ' Hoge warns. 

None of these preparations are 
worth much unless the stations are 
good mail order pullers. In consider- 
ing stations for mail order, Frieden- 
berg says. "Any station can become a 
good mail outlet b) carefull) follow- 
ing the listening tastes in its coverage 
area. ' For example, many of the sta- 
tions that he uses know how to pro- 
gram hillbilly music to hold an au- 
dience. When Marfree lines ujj sta- 
tions, it stays awaj' from PI deals as 
much as possible — PI runs about 5^c 
of billings uhich Friedenberg puts at 
S3,000.000 yearly. 

"In our experience the most expen- 
sive way to sell merchandise is through 
Pi." he says. He cites the cost of o87 
incjuiries one of his clients recei\'ed on 
one quarter hour o\'er a PI station on 
2 March. The regular lime charge for 
that period (late evening) was $40. 
But a charge of 85 cents ])er inquir) 
brought the cost to his client uj) to 
.$74,5.4,S. 

Mail-order people have found that 
almost any hour uill pull. The ])rob- 
iem is the type of audience* it attracts 
and the cost. Friedenberg jirefers early 
morning hours for farm markets. 7his 
wa.s important in selling D-Con to 



farmers. He lines up women's pro- 
grams for household items and toys, 
sells children's items by appealing to 
mothers. But most mail-order selling 
is done in the late e\ening hours on 
news and recorded music shows when 
time costs are at their lowest. Another 
smart bit of programing advice 
comes from Cecil Hoge. "Staj with 
proven personalities and programs," 
he stresses. 

Once the campaign is underway, 
Marfree \vatches the mail count care- 
tully. Orders are sent b\ listeners to 
the stations, who in turn send them 
on to the agency's clients. Stations also 
send a daily mail count to the agency 
in \ew York which keeps a careful 
watch on the sales pulse. Mail-order 
advertisers, like department stores, ex- 
pect results in terms of da) s. When a 
product is not pulling on a proven mail 
order station, the cop) is changed in 
a hurry. If that doesn't work, the 
product is dropped. Knowing when to 
eliminate an item that is slowing down 
helps in staying solvent. The stakes 
are big. 

Some 90% of Marfree's air time is 
on radio. "We use TV sparingly be- 
cause the rates are high. TV mail or- 




Think 
FIRST 

of 

"CANADA'S 
FIRST 



STATION 




In the big Montreal area — 
one of the best markets in 
Canada — CFCF gives you 
maximum coverage and the 
friendly listenership of in- 
creasing numbers who prefer 
"the Station of the Stars". 

Many distinguished advertis- 
ers agree "It's easier to sell 
through CFCF". 

U. S. Representative: Weed i Co. 
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MONTREAL 



These smart (igures ... for smart 
buyers . . . plus great CBS pro- 
grams, and our own fine array of 
live talent shows .. , . will make 

Our 25th Year 

BIGGER . . . slill BETTER! 

WLM 
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Rfprs^enled by — Pflul H^, fay met Co,. 
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der in general is falling ofl consider- 
ably," Friedenberg says. 

This trend was noted by other mail 
order experts. Harold Kaye of Mail 
Order Network said that last sum- 
mer 90% of his billing was on TV. 
This sinmner it will he 50-50 with 
radio. The reasons are (1) high TV 
rates. (2) difficulty in buying time, 
(3) short span before which TV com- 
mercials are worn out. (4) radio covers 
four times the area of video. 

TV made a substantial dent in ra- 
dio's long-standing strength in the 
mail-order field last )par. Many ad- 
vertisers swarmed into the new me- 
dium, mostly during the late evening 
hours when rates were lowest. Movies 
were used as the most inexpensive kind 
of programing. The visual possibili- 
ties of video were exploited to sell 
goods that could be demonstrated or 
collections of eje-apealing articles like 
chinaware or silverware sets. Now the 
tide is back toward radio. This ) par. 
particularly during the heavy mail- 
order season in the latter part of the 
year, there should he much profit for 
advertisers, agencies, and stations — 
providing rigid standards are main- 
tained. * * * 



POLICING MAIL ORDER 

(Continued from page 29) 

are being asked by the FCC to make it 
a crime in itself to use broadcasting 
for fraudulent operations. The FCC 
bill also aims at placing more legal re- 
sponsibility on broadcasters. They 
would become liable if they "know- 
ingly'" accepted fraudulent advertising. 
That provision has drawn some oppo- 
sition from the NAKTB. 

Justin Miller, the association's presi- 
dent, who becomes chairman of the 
board in June, sees stations in the mid- 
dle if they are forbidden by one set 
of FCC regulations from changing or 
censoring broadcast material while at 
the same time they are forced to guard 
against fraudulent copy. Broadcasters 
should not be subject to prosecution 
for accepting such copy, any more 
than newspaper or magazines, Miller 
argues. Like anyone concerned with 
radio's future, Miller supports the gen- 
eral purpose of the bill. 

A big factor in getting the wheels 
turning at both governmental and sta- 
tion levels were two cases that in\olved 
Harold Cowan and Ralph Whitmore, a 
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mucli puMiri/ ^(1 coast-to-coa?l team ot 
mail-order o|)( nitors and tlie entirely 
separate case g' the Midland Advertis- 
ing Agency, " pw ^ ork (not to be 
confused with i e Alidland Agency of 
Cincinnati) . 

Cowan and \^ hitniore were indicted 
for mail fraud -March in Los An- 
geles. The action, involving 17 charges, 
was hased on their offer of "sensa- 
tional, glowing Christmas tree orna- 
inents." Approximately 270,000 listen- 
ers recei\ed seven slieet> of thin paper 
cutouts printed in red, green, or blue 
with a thin line of luminous paint 
arouiid the outside of each figure. 
( The New \ ork Belter FJusiness T^u- 
reau recalls another incident involv'- 
ing this firm. A recent bulletin says, 
' "In 1049 a major source of comjdaints 
to this and other Better Business Bu- 
reaus was the Cowan & W'hitmore offer 
of 'Circus vVniinals' which consisted 
actually of 17 small l)all()ons which the 
purchaser had to blow up and twist 
in the shajje of aniinals.") 

The latest Cowan & Whitmore deal 
is an offer of 100 gladiola bulbs and 
loo bulblets for a dollar. Stations are 
not rushing to accept the new offer. 
One big rep firm is telling clients that 
it will not i]uote their rates to the in- 
dicted agenc) . 

L. S. postal officials are still study- 
ing the Midland Ad\ertising Agency 
operation. This time it was announce- 
ments for a toy offer. The agency 
closed its doors, leaving many a broad- 
caster with unpaid time bills. They 
also left stations with piles of letters 
containing coniplaints from dissatis- 
fied purchasers. 

A large part of the campaign to keep 
the air clear of such abuses is in the 
hands of the station representatives. 
Flobert Meeker Associates explains 
"W^e do not accept any PI orders and 
place only legitimate mail-order ac- 
counts that have established credit 
ratings and a good acceptance on mail- 
order stations." E\'en after an agency 
is recognized as reputable, reps are 
still taking a good look at each offer. 
Jim Szabo of Xdam J. Young, Inc., 
says. "W'e always check the product to 
see if the ciistoiner will receive good 
value. Once in a while we ll differ with 
legitimate outfits on the value of their 
l)roduct." Another rep, 1 he Branham 
Company, requires that the product 
and all <'o]i\ be carefulK <'he<'ked. 

I'robably the most thorough policy 
memorandum on tin; entire subject was 
prepared by The Katz Agencv for the 



stations the\ re])resent. Except for 
small modifications b) a few stations, 
the code has been approved by all the 
Katz stations. It includes protections 
that are now or soon will be put into 
effect by main broadcasters. 

The Katz memoranduin lists these 
suggested procedures; 

1. No IM. deals accepted. 

2. The quality of all products must 
be guaranteed by advertiser and 
agency with complete and uncondi- 
tional money-back guarantees for pur- 
chase })rice and any and all postage 
and C.0.1). charges. The advertiser 
and agency guarantee to reimburse sta- 
tion for an) and all refunds. 

3. Advertiser agrees to pay postage 
on merchandise sent to replace goods 
damaged in transit or otherwise defec- 
tive. 

4. Ad\ertiser guarantees prompt 
delivery to customer of product adver- 
tised. Station must have assurances 
that a sufiicieni quantity of the product 
advertised is available to fill the de- 
mand. 
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5. Sample of product must be sub- 
mitted to station at tbe time request 
for availabilities is made. This is to 
enable station to satisfy itself as to 
the quality of the merchandise and the 
claims made for it by the advertiser. 

6. Advertiser and agency both guar- 
antee that the sample submitted and 
the article advertised on AM and TV 
are identical with product delivered to 
purchasers. 

7. \^'licn offer is made on a C.O.I), 
basis, it must be emphasized and fully 
exlained that C.O.D. and postage 
charges are in addition to the price of 
the article. 

Elements of most of these regula- 
tions are in the requirements of many 
stations. WPIX, New York, prohibits 
statements which claim to undersell 
competitors. Advertiser must have a 
retail outlet or showroom in the vicin- 
ity of this video station, or must do- 
posit a minmum of £100 or a greater 
sum if WPIX believes the circum- 
stances warrant it. 

WFIL-TV. Philadelphia, requires 
e\'ery product for mail order be backed 
by a certificate of approval from a 
recognized testing laboratory. 




A number of stations are working 
with the liCtter Business Bureaus to 
keep their facilities out of the hands 
of the sharp operators. It all adds up 
to more work for the staticms. Broad- 
casters are learning that like any force 
with a powerful impact, radio and tele- 
vision nuist take all precautions to 
safeguard the public. ★ ★ ★ 



POINT-OF-SALE PAY-OFF 

{Conlinued from page 27) 

Both the Martha and Helen radio 
show (11:30 to 12:00 a.m. Monday 
thru Friday) and the conq)lete mer- 
chandising service comes in a single 
package. Over WLS the Feature Foods 
plan costs $368.55 per week for fi\'e 
participations. This is the 13-wcek 
rate. For a 26-week schedule cost is 
$348.08: for 52 weeks. $327.60. 

Similar packages are available 
through Feature Foods in Philadelphia. 
In Philadelphia, the air-promotion on 
KYW consists of Anne Lee' s Notebook. 
Heard from 1 :00 to 1 :30 p.m. Monday 
thru Friday and 9:30-10:00 a.m. Sat- 
urday. Anne Lee and partner Jack 
P)lc discuss babies, hobbies, recipes, 
children's doings — and especially food. 
Their merchandising associates, five 
people under Mary Doyle's direction. 
co\cr between 800 and 900 Philadel- 
phia groceries. Cost of two participa- 
tions a week conies to $150 at the min- 
imum 13-weck contract rate. 

Lyman L. Weld, president of Fea- 
ture Radio, Inc., explains his com- 
pany's Feature Foods plan as follows: 
"This is a joint \ enture by which each 
radio station produces a radio pro- 
gram — so far, a half-hour a day. six 
days a week. All of the programs thus 
far are of the hoiiiemaker type, though 
this is up to the stations. Primarily, 
what we need is a homeniaker audience 
and a program which can be the me- 
dium for coordinating the merchandis- 
ing plan with advertising." 

Feature Radio hires, trains, and 
supervises the merchandising staff. It 
also sets up contacts with chain stores, 
cooperatives, and independent grocers. 
Contracts with leading independents 
ensure the stocking of all products 
which join the plan, as well as keep- 
ing track of sales and furnishing tie- 
in material. Some of the chains which 
have cooperated are National Tea and 
Jewel Food Stores in Chicago, Balti; 
li more Markets and Food Fair in Phila- 



We like to be 

ON THE 
SPOT 




9 On the spot to 

Deliver CBS to one 
million people 

# On the spot as 
Durham's IVnmher 
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HOOPERWISE 
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# 
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We'd like to be put 

ON THE SPOT 

SCHEDULE OF CLIENTS 
WHO WANT RESULTS 




Durham, North Carolina 
5000 Watts 620 Kc 

PAUL H. RAYMER, Rep. 
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5,000 Watts Full Time 



John H. Phipps, Owner j 
L. Herschel Graves, Gen'l Mgr.| 

FLORIDA GROUP 
Columbia 
Broadcasting 
System 

National Representative 
JOHN BLAIR AND COMPANY 



Southeastern Representative 
HARRY E. CUMMINGS 



810 kc. 



I 0,0 00 WAfrS NIGHT 



Nalianal Representative 

THE KATZ AGENCY 



(Iclphia. llink • 
cil Oak Stoi 
Jill Stores- ill 

Concrete ex 
perieiued !)\ 



Dinky in Omaha, Coun- 
in Sioux City, Jack & 
astings ( Nebraska ) . 
ij)les of the success ex- 
eature Foods partici- 
]iant> are nuiin ius. For example, the 
district sales aiiager of Standard 
15rands in Oni reported that six 
months* use <> Feature Foods on 
WOW had haltcii ; steady sales flecline 
for one of theii products; now sales 
are on the upgrade. 

Ofteir dislril)iiti(>ii improves imnie- 
diatelv. V parti< i[)ant on Anne f.ees 
\otebook (KWN'I had ordy 37' < dis- 
tribution in llic 205 indepiMulent and 
SI chain stores <(i\cred by Feature 
Foods" Philadelphia nierchandisiug 
stafT. After oidy a single round of 
< alls, coordinator Mary Doyle reported 
a rise in distribution to 'SV't. 

Although Feature Foods is not a 
sales organization, it frequently takes 
orders to ensure additional distribu- 
tion. A WLS advertiser on Martha 
and Helen, for instance, got a direct 
sales boost through the taking of 226 
orders by Feature Foods manager Mae 
W'atkin-'' nieicharulisers. The orders 
were fiiuneled through 26 different 
wholesalers. A sur\e) of .554 custo- 
mer.s was additionally made later for 
th(^ same sponsor to discover brand 
preferences. 

BroafK'ast Advertising, Inc. of 
Boston has been operating a similar 
package arrangement in the \ew Eng- 
land market for oxer a decade. Two 
top-rated women's ])rograms are used 
as an ad\ertising tool to create de- 
mand, with both serviced by a com- 
mon merchandising organization. 

Marjorie Mills /four is broadcast 
Monday through Friday from 12:.30 



to 1;0U p.m. over the New England 
Regional Network of xXBC static«is. 
These include WBZ, Boston; WBZA. 
Springfield: WCSH, Portland; WLBZ. 
Bangor; WJAR. Providence; and 
WTIC, Hartford. National sales repre- 
sentatives for Marjorie Mills is Weed 
& Co. 

Yankee Kitchen, also Monday 
through Friday, is heard from 1:00 to 
1:30 p.m. on WHDII. Boston. It's re- 
broadcast from 4:30 to 5:00 p.m. over 
the New England Major Markets 
Group: WGAN, Portland; WGUY, 
Bangor; WTAG, Worcester: WPRO. 
Providence; WDHC, Hartford; and 
WLAW. Lawrence. Paul H. Raymer 
Co. handles national sales for Yankee 
Kitchen. 

Formats of both programs are much 
alike. Advice on economical food buy- 
ing gets primary attention, along with 
cooking and garnishing food to make 
it attracti\e. Brief reports of new 
books, happenings in the theatre, and 
e\ents of interest to women add vari- 
ety. 

Merchandising experts from Broad- 
cast Advertising make regular calls on 
the buyers, advertising managers, and 
owniers of New England food chains, 
yoluntary grouj)s. and leading inde- 
pendent markets. In tliis yvay every 
major grocery outlet is reminded about 
products being pushed on the Marjorie 
Mills and Yankee Kitchen shows. If a 
particular item is already slocked, then 
the outlets are asked to maintain an 
adcfjuate supply and improve its dis- 
play position. If the product isn't in 
.stock, the Merchandising Representa- 
tive points out the power of the two 
radio programs promoting it, tries to 
an initial order. Sponsor, 





"TOP-DOG" 

ON THl COA5T 



Every motonst on the Pacific Coast lox'C!, me. Elliott Hayiies' siircey of 
I'anctiuxHi /nitoDiobile radios slioxi'S I'm I'Ol' 1)()C,." 
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agency, and broker (or representative) 
each get reports on the resuhs of these 
contacts. 

Tie-in promotions with chains, vol- 
untary groups, and independents are 
a weekly occurrence. Marjorie Mills, 
or Ken and Carolyn of Yankee Kitch- 
en, urge their listeners to make a par- 
ticular store (or chain) their "shop- 
ping headquarters" for the coming 
week. In return, the stores feature 
participating products in their news- 
])aper advertising, stock u]) on the 
items and put up display material. 
Newspaper ads mention "Marjorie 
Mills" spet^ials. 

Having carefully cultivated the 
good will of chain store executives and 
managers. Broadcast Advertising's 
merchandising experts can ask indi- 
vidual stores to collect "special" infor- 
mation on how they and rival brands 
are making out. Similarly, the spon- 
sor's sales executives find it easier to 
contact chain store brass and whole- 
salers with a Broadcast Advertising 
introduction. 

All these services are a regular func- 
tion of the company's merchandising 
staff. In addition, special events are 
usually the signal for Marjorie Mills 
and/or Ken and Carolyn to make a 
personal appearance. Super market 
openings, store anniversaries, charity 
drives, and civic celebrations give 
them a chance to meet loyal radio lis- 
teners and promote sponsored prod- 
ucts. 

Proof of the plan's success is the 
long roster of advertisers who have 
renewed regularly for from six to 14 




In one of ike tvest^s 

RICHEST MARKETS 

Idaho's Fabulous Magic Valley 
Ask Hollingbery 

ABC at Fronft C Mclntyra 

Twin Falls, Idaho V. F. and Gen. Mgr. 



years. They include sponsors like All- 
sweet Margarine, La Rosa Macaroni, 
Tetley Tea, Van Camp's Beans, Sweet- 
heart Soap — altogether 14 products. 
There's seldom an availability on 
Yankee Kitchen or tlie ^Marjorie Mills 
Hour. 

Storrcast (^orporati«ni of Aiiier- 
ioii permits a manufacturer to do 
something lie s dreamed of for years. 
Its in-store broadcasts enable an adver- 
tiser to figurativel) lean over a house- 
wife's shoulder as she shops and urge 
her to ])Ut his ]jroduct into her shop- 
ping cart. Storecasting is as close to 
point-of-sale as an advertising medium 
can get. 

Specially-planned "music to buy by" 
is beamed by FM radio straight to ])ar- 
ti<;ipating stores, as well as to private 
homes. Interspersed with the music 
are weather reports, news, liomemak- 
ing hints, and "buy it now" product 
announcements. Storecast ]jrovides a 
pleasant, relaxing atmosphere for 
shoppers, increases customer traffic, 
keeps sho]jpers in the store longer. 

Tied to the FM broadcasts is a com- 
prehensive merchandising program 
which capitalizes to the utmost on a 
sj)onsor's "product announcements." 
First, however, here is the organiza- 
tional set-up of the Storecast system, 
headed by broadcastwise Stanley Josel- 
ofT. It presently covers five metropoli- 
tan areas with over 3.500.000 chain 
store customers (weekly) and addi- 
tional F^M home listeners as an audi- 
ence. First National Stores and south- 
ern New England FM homes are served 
via WMMW-FM, Meriden, Conn. 
Acme Super Markets and the northern 
New Jersey - metropolitan New York 
area are covered by WGHF, New 
York. American Stores and FM lis- 
teners in and around Philadelphia get 
their broadcasts from WTBG-FM, 
Philadelphia. Chicago and the Na- 
tional Tea Company supermarkets hear 
WFMF, and Pittsburgh's Thorofare, 
Giant Eagle, and Sparkle stores are 
reached by KQV-FM, Pittsburgh. 

Each of Storecasts' 250 clients gets 
the valuable merchandising help which 
converts advertising into sales. Here, 
in outline, are the principal merchan- 
dising services provided: 

1. Visits by Storecast specialists to 
every affiliated store at least once 
every two weeks. 

2. Proper placement of the product 
according to individual store lay- 
out and customer buying habits. 



3. Periodic checks of shelf and back 
room su]jply of each product. 

4. A "Suggested Order Form" left 
with the store manager, copy sent 
to chain store sales manager. 

5. Product dis]jlays beyond the usual 
shelf placement. 

6. Constant "riding herd ' on spe- 
cial offers, dis]jlay ])ieces. and 
coupons to prevent their being 
waited in a trash basket. 

7. Specially designed signs beneath 
Storecast products on shelves. 

8. Special seasonal and topical dis- 
play ])romotions. 

9. Contests and personal appear- 
ances promoting both store and 
products. 

10. "Sani])ling program" sends sain- 
]jles of sponsors' products to the 
homes of store employees. 

Both achertisers and stores are de- 
lighted at the results of Storecasts' in- 
tegrated promotion scheme. \ al S. 
Bauman, sales manager of National 
Tea Company, says: "W^e know that 
our Storecast advertising ])r()duces an 
increase in product s^des of from 25% 
to 1509^ ." 

Here's a typical case history: 

\^'^arehouse shipments of a table salt, 
during its Storecast participation, 
showed a 58.4'^^r increase for the first 
10-month period of 1950 over a simi- 
lar period in 1949. 

In the face of results like these, 
Storecast renewals run well over 70% 
for its 250 sponsors. And plans are 
underway to expand the Storecasting 
system to more markets. 

An advertiser's bill is determined by 
the iiund)er of announcements he uses 
over the Storecast FM station. An- 
nouncement costs vary by market: for 
example, the one to 50 announcement 
rate for southern New England is 
S6.80; for Philadelphia $8.65; for 
Chicago S9.35; for Pittsburgh $9.35; 
for metropolitan New \ork plus north- 
ern New Jersey $6.80. 

Services like those described give 
sponsors expert merchandising follow- 
through at a minimum cost. By split- 
ting the expense many different ways, 
each advertiser gets more than he 
could afford individually. Without any 
sales staff of his own, even a small pro- 
ducer can get big-league treatment. 

But whether the sponsor ties up with 
a point-of-sale set-up or not, he can 
improve his own sales by remembering 
that what happens in the store is the 
pay-off! 



★ ★ ★ 
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Can radio editorialize? 

rill' 1950 (liil'oiil Awar<l ("or diotiii- 
gni'-lu'd I'oiiiniiiiiilv service, oik- of the 
real plums in llic air awards six-olriini, 
ueiil to an upslarl 1,000-wall daylinicr 
wliioli began operation in Jnly 1949. 

Vi'WZ, New Haven, referred to in it* 
Iiom<> eonininnitv a* "Tli<> Newspaper of 
llie Air," i.» the dream child of two ex- 
iiew>paper men with a simple eone<>pl. 
They lielieved lhal radio eoiild restore 
conipelitive news repdrliiig and editor- 
ializing to a eonininnit>' that now has 
inonopoly-ow nersliip newspapers. 

-SPONSOR was fascinated with the 
acroniplislinients of Victor W. Knalith 
and Daniel W. Kops, owners of the sta- 
tion that dared to establish a pattern of 
apgressive etiitoriali/.ing. We asked Mr. 
Kops, vice president and general man- 



ager, to gi\i. ad\ertisprs and agencies a 
hird's-eye \f ■- of editorializing on the 
air. Ills rep ' will help many to see the 
p<i>siliilities ? capitalizing on radio's 
nnitpie ability o niobi opinion. 

"I am glad n ju are interested in our 
(>dit()rializing and 'Xeuspaper of the 
Air" operation. We think it is an im- 
portant field o! service f(jr radio. You 
asked how far can a radio station go 
with impunity, on an editorializing 
basis. 1 would sav that it can go just 
as far as the better newspajjers of the 
country have gone. 

"In the ])ast ue had a great many 
newspapers in the country with cour- 
age and great concern for their com- 
munities, and man\ of them expressed 
this concern with forthright editorials. 
In recent years, the tendency of news- 
|)apers has been to publish less conse- 
c[uential and colorful editorials. The 
strongest stands in a great many news- 
papers are taken b) the sjndicated col- 
unniists. 

'■[{adio has its equivalent of syndi- 
cated C(dumnisls in the commentators 
who do their personalized editorializ- 
ing, often taking extremely strong po- 
sitions. If broadcasters wish to do so. 
the) can reverse the history of news- 
liap(?rs by shifting their editorializing 
from emphasis on the views of com- 
mentators to that of the editorial posi- 
tion of the station as a whole — what 
the station stands for in the commu- 
nity. 

"The onl\ limits that I can suggest 
affecting a station in its editorializing 



are those of good laste, threat of libel, 
accuracy, and fair play. These same 
standards, of course, apply to newspa- 
per editorializing, and I see no occa- 
sion for different standards. 

"The FCC, in permitting editorializ- 
ing by broadcasters, has done so in a 
qualified wa\ . However, the only 
(}ualification which might add to what 
I have mentioned in the above para- 
graph, is that broadcasters must make 
positive efforts to obtain conflicting 
points of view when editorializing on 
controversial issues. Actually, this 
principle has always guided good 
newspapers anyway, and should in no 
way temper the strength of an edi- 
torial stand. 1 don't believe that this 
is intended to suggest an editorial fol- 
low a pattern of 'we think this, but 
there is much that can be said on both 
sides and someone else thinks such and 
such.' 

"Our approach is one of taking a 
stand in a forthright manner and then 
seeking out opposing points of view 
for presentation on other broadcasts at 
similar times on the air, as well as in 
forums and newscasts. 

"1 also see no threat to stations 
which editorialize in loss of commer- 
cial business. It has always been dem- 
onstrated that controversy attracts lis- 
teners, and advertisers follow the lis- 
teners. An editorial stand on a con- 
troversial issue might offend a par- 
ticular advertiser and cause him to 
withdraw his business, but the chances 
are it would attract two other potential 
advertisers in his place." 



App^lause 



BBDO on leisure time 

\\ ith its factual study, "What's hap- 
pening to leisure time in television 
homes?" l?BI)(') has dug right into the 
core of today's most perplexing adver- 
tising media jiroblem. 

What is happening to radio listening 
as T\' emerges; to newspaper and 
magazine readership: to movie attend- 
ance? \\ hat is hap|)ening to 1 view- 
ing itself? I'Acrjbod) has an opini(jii. 
but tlu; facts lune hem few. 

lU'.DO, with its ^ovember 1950 sur- 
vey of 5.6.')7 nrban m(;nd)<;rs of the 
HIJDO \ational Panel of Consumer 
Opinion, has thrown light on the in- 



Huencc of television on city living 
habits. Its findings have the added 
value of impartiality. 

The BBDO findings will surprise 
many who have reasoned that radio 
goes out of a home when television 
comes in. Says BBDO: "If this study 
docs nothing else, it demonstrates 
again the amazing capacity of the 
American public to take a new medium 
in stride without any other single ac- 
tivity taking the full brunt." 

Here are a few of the findings: (1) 
{!2'7<- of the total sample listen to ra- 
dio at home during an average day. 
In non-TV homes the average listener 
is glued to the radio three hours and 



33 minutes (3:33); in TV homes, 
2:10. (2) 2,5% of the sample listens 
to radio out-of-home daily — 1 :23 in 
non-TV homes: 1:20 in TV homes. 
( 3) Of 55% of the sample reading the 
morning newspaper, the average read- 
er spends :40 in non-TV homes; :37 
in TV homes. (4) Of 78% reading 
the evening newspaper, :48 was allot- 
ted by the non-TV^ home reader; :43 
by the TV home reader. 

BBDO promises to do more of this 
sort of thing. Whether it does or not. 
"Leisure Time" fulfills a \ ital function 
at a vital time. It serves as a model 
which agencies and advertiser/agency 
associations can enudate with profit. 
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'CAUSE WE'RE PRODUCING RESULTS 




• SPOTS • JINGLES • TAILOR-MADE OR OPEN-END PROGRAMS 

cjCet u6 6oiue llial laienl Lud^et proLieml 
d NOW for LOCAL AND REGIONAL ADVERTISERS 



am 



THE NEW OPEN-END 




SHOW 

With the Whippoorwills — Gay Rancheros — Joe Slattery — Sue Thompson 
— Georgia Brown — and Guest Stars" 



"GUEST STARS — Including such names as: Tex Ritter, 
Sug Fisher, of the Sons of the Pioneers, Slim Wilson, 
Deacon Moore, Johnny Bond, Porky Freeman, Johnny 
Ukulele, Day O'Dell, and more too — 



e Smart — ll3ut^ Smliei^ 

Available 2 or 3 quarter hours per weeL 



SMILEY HAS WRITTEN 

. . . Over 350 songs, including many hits. Been voted by "FAME" as 
one of Hollywood's Top 10 Western Stars. Makes more personal appear- 
ances than any other Hollywood Star. Made 160 motion pictures — 

COLUMBIA PICTURES • CAPITOL RECORDS 



Order an Audition flow! FREE merchandising aids available 



for 2 weeks, or $1.50 keeps it. Also available Transcribed: Saddle Rockin 
Rhythm — 156 programs. Jordanaires Quartet — 200 numbers. Carter Sisters 
and Chet Atkins. 



• Sweaters • Hats • Buttons • Window Streamers 
•Posters •Viewers •Personal Appearances. 




RADI(®]ZARK 



606 St. Louis Street 



ENTERPRISES 



Springfield, Missouri 



"The radio says 
it's going 
to rain 




* Most nooriitcd the voici' 
of CBS, r< riclMnK23°i 
morp i>c«|)le than that of 
any other network 

••Most URid. loo, \,y U.S. 
a<lvorlist'rH who invest ^h' 
more on CHS than on any 
other network. 



This is probably the commonest remark made 
in America. MilHons of people say it every day. 
You yourself are always saying it without thinking. 
You heard it on the radio, so you act on it. 

Actually the radio says no such thing. It simply 
reports what the Weather Man says. 

We wish people would think more carefully about 
radio. But the fact is nobody really does. Any 
more than he thinks about which foot to put 
in front of the other, or how to blow his nose. 

You can quote all the statistics you want about 
radio's amazing penetration and sales impact to 
prove what a great medium it is, how much 
better than any other medium. The 
statistics are true and available. But 
somehow they seem relatively pointless 
beside the essential fact that people 
believe what "the radio says." 

This is the real secret of radio's power. 
This is why it is listened to more than 
any other voice in the land. This is why it 
is such an accepted* voice . . . such a useful** voice 
. . . such a friendly and familiar voice. 

Radio doesn't know whether it's going to rain. 

Radio is only a voice. It can be anyone's voice. 
It could even be yours. 

Columbia Broadcasting System 
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